














CCP plus MARQUISE 


Here’s a new set of initials which mean business 
for the silverware merchant. Initials which make 
customers come back to your silverware counter 
again and again. Initials which keep cash reg- 
isters ringing. These initials are CCP. They mean 
(need we say) 


CERTIFIED COUPON PLAN 


The thousands of Record Cards and clipped Cou- 
pons already received in Meriden definitely indi- 
cate the wonderful pulling power of this plan. 



















Marquise — gorgeous 
new pattern in 1847 
Rogers Bros. Silverplate— 
in keeping with the return 
of elegance in living. 


In addition to CCP you have the gorgeous new 
pattern — Marquise —a_ pattern that is a pro- 
nounced success as shown by actual sales record 
cards sent in by hundreds of dealers. 


If you want to bring your Christmas customers 
back into your store each and every month of 
1934, you can do it by putting a drive right now 
behind the 1847 Rogers Bros. Certified Coupon 
Plan plus the new Marquise pattern. 

The mark of the Internationa! Silver Company 


—the world’s largest maker of silverware 
—the world’s largest advertiser of silverware 





REG. U.S. PAT. OFF. 


1847 ROGERS BROS. 


LIFETIME SILVERPLATE OF LIFETIME DISTINCTION 


A PRODUCT OF THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONN. 


NEW YORK, 9-19 MAIDEN LANE - CHICAGO, MERCHANDISE MART 


+ SAN FRANCISCO, 150 POST STREET 


- ST. LOUIS, AMBASSADOR BUILDING 
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The Happiest New Year's GREETING —— 
“JEWELRY THAT IS WORN WITH GENUINE PRIDE” 


This can be the Industry's 1934 COMMERCIAL HONOR 
slogan and watchword. With COMMERCIAL HONOR as the 
foundation our Industry will endure as it has endured—will 


revive and prosper. 


LET US RESOLVE— 
as manufacturers, wholesalers, and retailers under our 
respective codes, by collective and individual advertising 


and cooperative effort to do our part to— 


RESTORE OUR CRAFT to the ANCIENT TRUTH 
so as to achieve and maintain a just and satisfying atmos- 
phere of confidence and fairness with our customers in order 


that the consumer will again become conscious of 


QUALITY MADE and QUALITY MARKED JEWELRY 
WACHENHEIMER Sterling Silver Flexible Bracelets are dis- 


tinctive in appearance and will excite the admiration of your 
customer because they are Quality Made and Quality Marked. 


A Display of our creations in one, two and three row styles 
retailing at profitable prices will attract attention and new 


business to your store. 


\VACHENHEIMER 


36 Garnet Street 
PROVIDENCE, R. I. 














U. S.A. May we invite your co- 
For yours, and the wearer's R operation permitting us to 
protection, all Wachen- meat send an assortment of six 
heimer Jewelry is clearly quality bracelets to cost 
stamped and fully guar- 2 not in excess of twenty dol- 
anteed. wr 00 on pant lars for the six? 
+ Patented * 
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O, Dec. 20, 


THE JEWELERS’ CIRCULAR sent out 
letters to retail jewelers throughout 
the country as follows: 


“In a desire to get an accurate pic- 
ture of the retail jewelry situation at 
this time, we are sending this inquiry 
to a select list of representative jewel- 
ers in every state in the Union. 

“Please send us a telegram of fifty 
words ‘Night Press Rates, Collect,’ 
giving us the following information: 

“How has your business of 1933 
thus far compared with 1932 and 
what is the exact percentage differ- 
ence between your Christmas trade 
this year with last year? 

“How are your stocks and do you 
anticipate the necessity of placing any 
sizable orders after the holidays? 

“The Season’s Greetings to you. 

“Sincerely yours, 


“JEWELERS PUBLISHING Corp.” 


In response to this letter the follow- 
ing telegrams and letters were re- 
ceived, indicating a decided increase 
in the December business as compared 
with that month in 1932 and in most 
instances a better showing for the 
year. 


TELEGRAMS 


Business through twentieth increase 
forty-two and one-half per cent. Per- 
centage calculated on this year’s vol- 
ume. If calculated on last year’s vol- 
ume equals seventy-three one-half per- 
cent. Reserve stocks are quite depleted 
but we have maintained a selective 
stock. Will require fill ins. 

BRoMBERG AND CoMPANY, 
Birmingham, Ala. 
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Our business this year shows about 
ten percent increase over last year 
Up to December first our Christmas 
business exactly doubled last year for 
same period We credit the improve- 
ment to the New Deal Seasons greet- 


ings. BerK Jewetry Co., 
Eldorado, Ark. 
q¢ 4 


Our business in 1933 as compared 
with 1932 is 8 percent ahead and our 
December business 40 percent ahead 


of last year. JAccARDs, 
Hot Springs, Ark. 
q+ ¢ 4 


December sales thirty-seven percent 
ahead of last year Cash receipts 
twelve percent ahead. Well pleased 
with results. Merry Christmas. 

C. L. Runyon, 
Huntington Park, Calif. 


 ? 9 


Business increased this year thirty- 
four percent Necessary to replace all 
lines of merchandise Silver stabiliza- 
tion will stimulate conditions in this 
territory. 

Frank J. Muttett, Jeweler, 
Provo, Utah. 


q+ ¢ ¢ 


This year’s business approximately 
ten per cent above last year. Christ- 
mas business will reach ten per cent 
increase in dollars but increase in 
number of customers will be from 
thirty-five to forty per cent. Future 
orders will be according to sales 
volume. 

J. Herpert Hatt Co., 
Pasadena, Calif. 
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SPEAKING OF THE CHRISTMAS TRADE «4 «4 « 


Business nineteen-thirty-three prac- 
tically same as nineteen-thirty-two 
thus far. December increase to twen- 
ty-first five per cent. Unable to ad- 
vise regarding stock at present time. 

BoHM ALLEN JEWELRY Co., 

Denver, Colo. 


¢¢ 64 


Thus far we are thirty-five and 
ninety-nine one hundredths percent 
over like period nineteen-thirty-two. 
Shall need much flat silver but only 
fill ins, watches, diamonds, jewelry, 
etc. 

A. C. Parsons, 
Grand Junction, Colo. 


7, 3-e 


Replying to your letter of the 18th 
regarding the comparison of our busi- 
ness of 1933 with that of 1932 since 
April of this year we have had an 
increase practically every month over 
1932 As near as we are able to esti- 
mate our 1933 business will show an 
increase of between 15 percent and 
20 percent over 1932 Our December 
this year has held just about even 
with last year Today’s business very 
good Will make December run ahead 
of ’32. Will have to do filling in. 


Tue Puiuip H. Stevens Co., 
Hartford, Conn. 


+ ¢ 4 


Due to changing locations and 
moving into smaller quarters we have 
no accurate volume comparison be- 
tween this year and last Sales this 
year being made at normal profit 








against cut prices last year Stock be- 
low normal and anticipate some buy- 
ing after first of year. Miami full of 
pocket peddlers. 
Earte L. Mippieton, 
Miami, Fla. 


¢ ¢ ¢ 


Business day by day to date almost 
exactly same as last year’s percentage 
Merchandise sales higher, diamonds 
less. At present buying rate will 
be necessary to place small orders 
during January. Regards. 

Apams JEWELRY Co., 
Tampa, Fla. 


+ ¢ ¢ 


First eleven months 1933 35% 
less than 1932. Deceniber 1933 to 
date runs 51% ahead of December 
1932. Watches and diamonds better 
than 1932. 

H. A. Rorzyer, - 
Freeport, Iil. 


q+ ¢ ¢ 


December sales about ten percent 
ahead of last year More of higher 
priced items sold. 

C. A. JENSEN, 
La Salle, Ill. 


¢ ¢ ¢ 


Business eight percent below last 
year to December first. December 
business to the twentieth about five 
percent under last Christmas I will 
replace most stable lines. 

RoBerT KoeErser, 
Ft. Wayne, Ind. 


oo =? 


Business for 33 approximately same 
to date. Ahead latter part of year. 
Christmas business for 33 ahead 
twenty-five percent. 

PAULE JEWELRY Co., 
Burlington, Iowa. 


q¢ 4 


Business first eleven months this 
year was twenty-four percent under 
last year. Christmas business to date is 
twenty-nine percent over last year. 

L. A. Lower, 
205 So. 3rd St., 
Cedar Rapids, Iowa. 





My business shows increase twenty- 
three percent over nineteen hundred 
thirty-two Holiday business shows 
gain of one hundred and thirty-nine 
percent over nineteen-thirty-two. Oil 
situation better. Agricultural con- 
ditions not improved in this section. 

J. W. KirKpatTrRIck, 
Eldorado, Kans. 


i ee 


First eleven months ran twelve per 
cent behind last year same period. 
Fifteen percent better Christmas 
business. 

E. H. Lavery JEwEtry Co., 

Leavenworth, Kans. 


q+ ¢ ¢ 


Holiday business forty percent over 
nineteen-thirty-two necessitating re- 
placement of stock Better feeling 
existing Employment in local manu- 
facturing plants normal Look for 
better business coming year. 

Nace & Meyer, 
Paducah, Ky. 


q+ 4 ¢ 


Business of 1933 shows improve- 
ment over 1932 Xmas trade approxi- 
mately thirty percent increase Popu- 
lar priced articles mostly in demand. 
Anticipate buying moderately after 
first of year. 

Vic Lorscu & Sons, 
Louisville, Ky. 


q+ ¢ 4 


Business for year about fifteen per- 
cent better than last year stop More 
than fifty percent better than last 
December Our largest purchase will 
be ladies wrist watches and flat ster- 
ling as well as other lines that must 
be filled in stop Delighted with 
Christmas and very hopeful for next 
year. 

C. A. ScHNACK JEWELRY Co., 

Alexandria, La. 


q+ ¢ ¢ 


Sales volume only slightly better 
than previous year, but net results 
substantially better due to gross profit 
margin stop December business eighty 
per cent better than previous Decem- 
ber with much better profit margin 
stop Took time even in December 
rush to order certain types of mer- 
chandise which I felt would be higher 
early next year stop Many lines in- 
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cluding ladies wrist watches sold 
heavily with very poor assortments 
left. 
DANIELS JEWELRY Co., 
Wm. A. Present, President, 
Lansing, Mich. 


* ¢-s 


Business for year shows gain of 
approximately twenty percent Out of 
red into black and with settlement of 
silver Utah will be assured of great 
prosperity by employment of many. 
thousand of workmen in and out of 
mines. 

J. S. Lewis & Co., 
Ogden, Utah. 


; 2 @ 


Re letter eighteenth Christmas 
business net twenty percent above last 
year Increase principally in cash Very 
few large sales especially diamonds of 
any size Were prepared by stocking 
medium priced merchandise Expect 
to buy some merchandise. About 
fifty percent increase in actual num- 
ber of customers sold. 

D. B. RYLAND AND Co., 
Lynchburg, Va. 


» ¢ @ 


Our Christmas sales this year about 
twenty percent better than last. 1932 
sales to December first about ten per- 
cent lower. Feel much encouraged. 
Think corner has been turned. 

H. L. LANG Anp Co., 
Staunton, Va. 


i 


Replying to your letter of the 18th: 
Our business for the year to date is 
16% per cent less than last year. 
Our Christmas business, December 1 
to 24, is 20 per cent less than last 
year. 

Business to July 1 was less than 
last year but from July to December 
lst was about 5 per cent better. 

J. B. Ersrer, 
Ann Arbor, Mich. 


2's 


Your letter December 18, 1933, 
regarding retail jewelry situation. 

Business for 1933 is behind that of 
1932. Christmas trade this year is 
about the same as last year with a 
small margin increase. 

Yours very truly, 

GREENWALD & ADAMs, 
JEWELERS, INC., 
Tucson, Ariz. 
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Estimated increase fifty percent 
over same period last year Will place 
orders for some stock after January 
first. 

E. F. Warrs, 
Corinth, Miss. 


+ + ¢ 


Business for the year 1933 showed 
about a 10% reduction December 
business 1933 will be about 50% 
over 1932. 

A. STAFFLER, 
Brookhaven, Miss. 


. = = 


To date our business is thirty-one 
percent ahead of last year A large 
portion of our sales has consisted of 
strictly holiday merchandise. 

CARPENTER JEWELRY Co., 
Moberly, Mo. 


4 ¢ 4 


Business throughout year twenty 
percent better than thirty-two Holi- 
day business a trifle short of last 
December Prospective business will 
bring it to even or slightly better. 

JoNEs AND FRASIER Co., 
Durham, N. C. 


q+ ¢ ¢ 


Business to date runs ninety-seven 
percent of last year stop December 
thirty-seven percent over last Decem- 
ber stop Stocks low especially inex- 
pensive gift items stop Some orders 
must be placed at once stop Thanks 
for copy of Code stop Seasons greet- 
ings. 

KortcH JEWELRY Co., 
Guthrie, Okla. 


. #4 


Notwithstanding removal sale last 
December we show 30% increase so 
far this December Our increase for 
year 50%. 

Terry JEWELRY Co., 
Bartlesville, Okla. 


. + ¢ 4 


Sales compared with nineteen- 
thirty-two ten percent less. Christmas 
trade this year compared with last 
year twenty-five percent better. 

A. & C. FetpenHEMER, INc., 
Portland, Ore. 
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Business so far this year ahead of 
last Much better feeling than last 
year and public much more cheerful 





HISTORY REPEATS ITSELF 


“We cannot absolutely prove that 
those are in error who tell us that 
society has reached the turning 
point—that we have seen our best 
days—but so said all who came be- 
fore us and with just as much 
apparent reason.” 


—The above sentiment was expressed by 
Macaulay in the year 1830, over a century 
ago. 


—Human nature is ever progressing, but ever 
repeating. , 


—Every man who has ever lived has lived in 
a Modern Age. For TODAY is ever 
modern and every man lives his today. 


—There’s nothing new under the sun, not 
even in human nature; nor the story of 
human nature, which is History. 





in their buying than last year More 
interested in diamond merchandise 
than last year Popular priced gift 
items also in good demand Hope this 
general information will be of value. 


Myron Everts, 
Dallas, Tex. 


oe § 


1933 business to date showed slight 
increase Christmas trade 25 percent 
higher Lowest inventory for years 
Silver and chinaware department 
showed highest increase of sales Indi- 
vidual sales between six and ten 
dollars were most pronounced. 

LINN Bros., 
Denison, Tex. 


+ ¢ 4 


The first figure you ask for is 
seventy-four. The second is seventy. 
All replacements will not necessitate 
over fifteen hundred dollars. 

Cuas. Haas AND Sons, 
Stockton, Calif. 


oe 4 


Our business for nineteen-thirty- 
three is slightly ahead of last year 
Our December business started slowly 
but gained momentum and finished 
well ahead of last December The last 
few days were excellent. 

HeENEBRY & Son, 
Roanoke, Va. 
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LETTERS 


Among the letters received on the 
result of the Christmas trade were 
the following: 


Replying to your letter of the 18th, 
regarding the comparison of our busi- 
ness of 1933 with that of 1932— 
since April of this year we have had 
an increase practically every month 
over 1932. 

As near as we are able to estimate, 
our 1933 business will show an in- 
crease of between 15% and 20% over 
1932. 

Our December this year has held 
just about even with last year. 


Pup H. Stevens Co., Inc., 
Hartford, Conn. 


+ ¢ 4 


Our business up to the first of June 
was 33 1/3 per cent lower than last 
year. From the first of June to the 
first of December there was a steady 
gain over last year, although the Oc- 
tober and November gain was very 
slight. This was not due to a falling 
off but due to better business in Octe- 
ber and November of last year than 
the previous months. We needed ten 
per cent gain in December to break 
even for the year. Have not had time 
to post, in our usual manner, and 
ther: add charge sales. 

We show a gain in money received 
on account for the month of nearly 
20 per cent. We show a gain in cash 
sales for the month (to date) of 8 
per cent plus. My impression is that 
total sales are very slightly ahead and 
that sales for the year are approxi- 
mately the same. Diamond sales were 
better than last year, and we have 
started to get again some sales of 
diamonds at $25 to $50, which sales 
used to be the bulk of our sales in 
numbers in the former days when the 
masses were working. These fell off 
first away back in ’29 and sales of 
$100 and over held up for two years 


- longer, and have not yet showed any 


signs of picking up much. Diamond 
sales are still at the bottom of our 
department sales and have much far- 
ther to go before reaching other de- 
partments. Men’s wrist watches also 
came back some with increased lower 
priced diamond sales. 
I. H. Mutten, 


MULLEN Bros., 
Fall River, Mass. 
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“This industry always 
has and is willing now to 
bear its share of any tax 
that is imposed upon 
every other industry. 
However, competition 
today is largely between 
industries and we feel 
that this discriminatory 
and confiscatory tax 
should not take away our 
economic existence.” 


The fight against the 


ten per cent excise tax upon jewelry, silverware, watches 
and similar merchandise sold by a manufacturer, pro- 
ducer or importer was renewed before the Ways and 
Means Committee of the House of Representatives on 
Dec. 21, when G. H. Niemeyer, chairman of the Special 
Committee on Taxation of the Jewelry Industry, ap- 
peared before the government committee to urge the re- 
moval of this tax. In his protest he said: 

Mr. Chairman and Members of the Ways and Means 
Committee: 

As chairman of the Special Committee on Taxation of 
the Jewelry Industry, I speak for 492 members of this 
committee, representing every branch of the jewelry in- 
dustry, from every State in the Union. It is also my 
privilege to represent the New England Manufacturing 
Jewelers & Silversmiths Association; the National Re- 
tail Jewelers Recovery Committee; the Congress of Pre- 
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cious Jewelry Producers; the Silver Manufacturers In 
stitute; the National Wholesale Jewelers Association ; the 
National Watch Case Manufacturers Association: the 
National Association of Scholastic Jewelers; the Insti- 
tute of School and College Jewelry Manufacturers; and 
the American National Retail Jewelers Association and 
106 local and State jewelry organizations. 

We respectfully protest against the 10 per cent Ex- 
cise Tax imposed upon our industry under Section 605 
of the Revenue Act of 1932 and ask for its repeal. 

A 10 per cent tax on the selling price is an exces 
sive tax upon any commodity. 

The payment of this tax and the general condition of 
business have placed an almost impossible burden upon 
the jewelry industry. As a matter of fact, most of the 
free capital invested in it has been used up and its credit 
capacity is also exhausted. 

The public hasn’t had money enough to buy jewelry; 
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even though much of it has been offered at prices below 
cost. Under these conditions, the application of this ex- 
cessively high tax has meant that much of the money 
paid for taxes has come out of the capital employed in 
this industry. The tax is borne by the manufacturer and 
producer because it is impossible to pass it on to the con- 


sumer. It is not unusual for the retailer or dealer to 
ask the manufacturer or importer to finance his tax pay- 
ments in addition to giving him the credit he expects 
otherwise. This in many cases runs for 6 months or 
more whereas tax payments are payable within 60 days. 
Surely it was not the intent of Congress to help destroy 
this industry, as ability to pay has always been a funda- 
mental consideration in the application of any tax. 

A survey of conditions in the jewelry industry will re- 
veal a deplorable condition. With a few exceptions, 
most branches of the trade are not making expenses, let 
alone profits. Since the Fall of 1931, almost 20 per 
cent of all of those engaged in the jewelry business 
have closed their doors; and during 1932, 1,261 
jewelers failed in business, with a staggering total of 
$35,627,308.00 in liabilities—a negligible sum, perhaps, 
as- business goes generally, but a terrific loss in a small 
industry such as ours. 

The future does not hold out much hope for the jeweler. 
He has not been able to sell his products success- 
fully even at great reductions in his prices. When he 
wants to sell anything, he has to sacrifice his profit or 
even some of his capital and, besides that, pay a 10 per 
cent tax on his selling price. When he wants to buy 
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anything, he must pay a large increase over previous 
wholesale prices. The cost of gold has been raised ma- 
terially through Government action; silver is almost 80 
per cent higher than it was a year ago; the N.R.A. has 
raised labor costs; and the depreciated value of our cur- 
rency has increased the cost of precious and semi-precious 
stones, watches, and other imported items handled by 
jewelers. The manufacturer and importer, therefore, 
must in many cases ask almost twice the price that he did 
before, and it is going to be a long time before the pur- 
chasing power of the people will increase to the point 
where they can afford to buy this new merchandise that 
the manufacturer has to offer. 


l. also must be borne in 
mind: that the 10 per cent tax increases proportionately 
with the selling price. A $10 article now becomes a $20 
item and the tax is increased from $1.00 to $2.00. 

The 10 per cent tax upon jewelry has had a corrupt- 
ing influence upon some branches of our industry. Every 
prospect for a sale arouses keen competition. The ques- 
tion as to whether an article is taxable or not is of the 
greatest importance, because the tax that is paid on a 
taxable article is usually much larger than the profit, if 
there is any. To say that unfair competition has been 
stimulated is putting it mildly. The market is flooded 
with tax free goods. Jewelry, diamonds and other pre- 
cious stones are different from most merchandise, because 

(Turn to page 35) 











ACROSS THE 





The New Year 


Wik the passing of the old year 
THE JEWELERS’ CIRCULAR 
wishes to express its genuine appre- 
ciation of the good will and coopera- 
tion of its many friends throughout 
the industry and to wish every 
jeweler, everywhere, a full measure 
of health, happiness and prosperity 
during 1934. 

A year of distress and uncertainty 
for many has come to a close. The 
new year is here and business con- 
ditions are showing marked improve- 
ment in many sections. We are en- 
tering a new era in business life. We 
should profit by the lessons of the 
past and face the future with re- 
newed faith and courage. 


¢ ¢ ¢ 


Retail Jewelry Trade Code 


HE Code of Fair Competition for 

the Retail Jewelry Trade, which 
was signed by President Roosevelt on 
Nov. 27 and became effective Dec. 11, 
should be carefully studied by every 
retail jeweler. It is clear and con- 
cise and the enforcement of the trade 
practice provisions should result in 
higher standards of competition and 
greater protection to the purchasing 
public. Reputable jewelers have 
much to gain from supporting their 
code and united cooperation should 
be extended. 

The hour and wage provisions of 
the Code are substantially the same 
as those adopted and approved in the 
Code of Fair Competition for the 
general retail trade. There is a more 
elastic provision for the reduction of 
store hours for the summer months, 
allowance for peak periods, and a pro- 
vision for suspension of store hours in 
cases of emergency or to allow the 
completion of a transaction with a 
specific customer. There is a departure 
from the provisions of the general 
retail code regarding the limitation 
upon the number of persons working 
unrestricted hours to allow for one 
additional worker employed in a man- 
agerial capacity to qualify under this 
section. 


While the price maintenance clause 
which the majority of the retail 
jewelers desired is not included in 
the Code, there are many other pro- 
visions which will be of definite bene- 
fit. “Fake” auctions, the appraisal 
“racket” and the advertising of ridic- 





RED INTO BLACK 


—There are big and serious problems still to 
be solved. 


—Our sick old world isn’t going to recover 
its full economic health over-night. 


—But, very real progress is being made and 
| believe that still greater progress will be 
made during the months to come. 


—Those of us who study financial news were 
shocked when we read Profit and Loss 
Statements for the year 1932. 


—Losses ranging from hundreds of thousands 
up to millions were registered by some of 
our largest and finest industrial companies. 


—Now the scene has changed—profits are re- 
placing losses in many, many cases. Divi- 
dends are being resumed—extra dividends 
are being declared by some companies. The 
tide has turned. 


—Red figures are changing into black. 


President. 








ulous prices for watch and clock re- 
pairing at a uniform price irrespec- 
tive of the cost of such repairs, are 
a few of the trade evils which are 
definitely ruled out. 

Strict enforcement of the clauses 
covering advertising and selling meth- 
ods and the State and National 
Stamping laws will be welcomed by 
every legitimate jeweler. 

Retail jewelers cannot afford to 
jeopardize their code, now that they 
have it, by failing to cooperate with 
the National Retail Jewelry Trade 
Council. They must prove their abil- 
ity to handle their own affairs. If 
they fail to work together the N.R.A. 
will soon take action. 
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Christmas Business 


EPORTS received from different 
sections of the country up to the 
time of going to press show that the 
Christmas business in retail jewelry 
stores showed a marked improvement 
over 1932 and in a number of jp- 
stances reached an increase of 50 per 
cent, ranging from that figure to lower 
levels ahead of last year’s business, 
As shown by the telegrams and letters 
on pages 13, 14 and 15, only ina 
very small number of instances was 
the December business below that of 
1932. 

In a number of stores the business 
for the year up to Dec. 1 showed a 
falling off, but, as a whole, the year's 
trade compared very favorably with 
that of the previous period. A most 
encouraging feature of the reports 
telegraphed and written in is that the 
improvement was not confined to any 
one section of the country. 

Certainly the Christmas trade was 
far ahead of what the pessimists pre- 
dicted, and the outlook for the new 
year is much more encouraging than 
was the case a year ago. 


q+ ¢ 4 


Gold Covered Articles 


HE Commercial Standard for 

the marking of gold filled and 
rolled gold plate articles other than 
watch cases has been accepted by 
about 75 per cent of the trade and 
issued by the United States Bureau of 
Standards. It also has the approval 
of the American Standards Associa- 
tion. 

The acceptance or rejection of the 
Commercial Standard was submitted 
to the industry a while ago, following 
a number of conferences in Provi- 
dence, New York and Washington, 
D. C. The acceptance of the stand- 
ard is a long step in the right direc- 
tion and all those who had a part in 
the work are to be congratulated upon 
its successful outcome. This action 
will be a big aid in eliminating the 
unfair competition from which the 
industry has suffered for years and 
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is fair to manufacturers, distributors 
and retailers, and at the same time a 
protection to the purchasing public. 

From Jan. 1, 1934, no merchandise 
should be marked otherwise than in 
accordance with this standard, which 
was published in full in the October, 
1933, issue of THE JEWELERS’ Cir- 
cutaR. Manufacturers have until 
July 1, 1934, to dispose of existing 
stocks. 

¢¢ ¢ 


Unethical Advertising 


LIND advertisements offering for 

sale diamond rings and other 
kinds of jewelry, which the adver- 
tisers claim must be sold at tremen- 
dous discount because of financial 
pressure, are being used by certain 
retail jewelers in different sections of 
the country. The practice is dis- 
tinctly unethical in that it represents 
the advertiser to the purchasing pub- 
lic as a private person willing to sell 
his jewelry at a loss, when in fact 
the merchandise offered comes from 
the stocks of concerns who make a 
business of seeking sales in this man- 
ner. 

The investigation which has been 
made in one city has resulted in curb- 
ing this evil, as described in another 
column of this issue of THE JEWEL- 
ERS’ CrrcuLar. Other jewelers who 
are suffering from the same kind of 
unfair business methods may also seek 
relief through their Better Business 
Bureaus or by appealing direct to the 
managers of the classified advertising 
columns of their local papers, point- 
ing out that such advertising is 
branded as undesirable in the Code of 
Ethics of the Association of News- 
paper Classified Advertising Man- 
agers, 

Where the advertising is done by 
some one who personally owns the 
articlé offered for sale and where it 
is not the property of any jeweler 
who is trying by this means to sell 
his stock, no objection can be made. 
Insistence on a signed statement to 
this effect by the newspapers will 
make the advertiser liable to a fraud 
charge if untrue. 
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Hh. Codes of Fair Competition for the Retail Jewelry 
Trade, Medium and Low Priced Jewelry, Watchcase, 
Silverware and Precious Jewelry Producing Industries have 
been signed by President Roosevelt and are now "the laws 
of the land" insofar as these branches of the industry are 
concerned. . 

The Codes authorize nominal assessments to meet ex- 
penses and it is the duty of every retailer and manufacturer 
in these divisions (and in other branches as their codes are 
signed) to join their respective associations and cooperate 
as individuals and as associations in every way possible in 
carrying out the provisions of the codes. 

Now is no time for fault finding or refusal to join your 
association. Now is the time to lend your support and 


do your part. 


In justice to yourself and your industry you cannot 
afford to jeopardize your code by refusal to cooperate. 
"Get under your tent" and support your code. 
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By 
Ernest W. Fair 


With Christmas buying 


passed jewlers can now look toward the new year and 
begin serious consideration of promotional plans for the 
next few months in particular. The month of January 
is generally considered a dull period since the “after- 
Christmas doldrums’ generally extend well into the 
month. This, however, is not true in every instance for 
many live jewelers have availed themselves of the oppor- 
tunities that exist during the month. 

To take advantage of such opportunities requires good 
advertising and promotion; it is this which we shall con- 
sider in the brief paragraphs to follow. 

But before any suggestion as to merchandising plans 
for the month is made it might be well to call attention 
to the opportunity for valuable “institutional” or “‘good- 
will” advertising during the first week or two. There 
is no other time during the year during which such ad- 
vertising may be put to better advantage and will secure 
as interested and attentive an audience. This is because 
the jewler has sold an unusual amount of merchandise 
to his customers, which has been used as gifts during 
the Christmas holidays. Most of these items were pre- 
sented in boxes carrying the’name of the firm. In many 
instances people in your city are for the first time in pos- 
session of something that carries your name, tangible 
evidence of what your store stands for. 

It is for this reason that promotional advertising of 
this nature is particularly suitable during the first week 
of January. It convinces the receptants of these gifts 
of the value in their jewelry item; it turns their attention 
to your store as the institution from which they should 
make their purchases and it wins favor with your custom- 
ers for you have convinced the people to whom they pre- 
sented these gifts of the value of the presentations. 

Copy and illustrations for such advertising must of 
course depend entirely upon the type of store the jeweler 
is operating, but for general purposes no better layout nor 
copy could be desired than the “After 24 years” advertise- 
ment of the Rosenfield Jewelry Co. of Oklahoma City, 
shown herewith. The layout commands attention, the 
copy is easily and quickly read and every word is worthy 
of consideration. What is more this is the happy combina- 
tion that is not only an “institutional” advertisement but 
an active bid for new business as well. 

Turning from these thoughts to specific merchandis- 
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ing suggestions for the month we can well consider the 
possible business to be secured as a result of Christmas 
gift giving. The jeweler who features accessories during 
the first two weeks of January may indeed be surprised 
at the results secured. Many watches were presented 
as Christmas gifts—the new owners my want a new 
chain to go with it, a cigarette lighter or knife to balance 
the chain, or a new metal band for the gift wrist watch. 

This is merely the beginning of the possibilities of 
promotion of “additional” items this month. Compacts 
can be suggested, rings, necklaces, in fact almost every 
item carried in your store may be sold under the plan. 

“Increase the Value of That Christmas Gift,” “A 
good watch deserves a good chain,” “Get these extra 
silverware items to make a complete set,” and many 
other similiar suggestions may be made through the 
regular advertising space and in the regular advertising 
make-up usually employed by the firm. 

Second of the opportunities awaiting us is that during 
this month the first school semesters have closed and 
graduation exercises for mid-term graduates are being 
held. Most of us overlook the possibilities for profit 
at this time and do not actively promote mid-term gradi 
ation since there is no attendant publicity, and naturally 
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enough it does not compare with the June graduation 
period. But nevertheless there are thousands of high- 
school and college young men and women finishing their 
school-work and graduating in January—and they have 
equally as many friends who will want to send them a 
gift of appreciation. 


Here are types of 
advertising particularly adaptable, as they employ a mini- 
tum of space in keeping with possibilities for sales, and 
Present practical suggestions in different modes. The Linz 
of Dallas, Texas, advertisements represent two different 
suggestions for lay-out, the larger offering well-picked 
Suggestions for “young lady graduate,” and for “young 
man graduate.” This advertisement is particularly easy 
to read and because of the two-box type of make-up, 
cannot help but attract attenion. It is also what is known 
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This article offers some excel- 

lent suggestions for promoting 

January business. Try some of 
them. 
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as a time-saver for the reader has but to read a portion 
of the advertisement to find what he or she is seeking. 

The other examples show two types of a single-column 
advertisement offering specific suggestions, but using less 
white space. Particular attention should be directed to 
the copy used in the Hertzberg (San Antonio, Tex.) 
advertisement, copy that is adaptable to selling wrist 
watches at any time of the year. It is worth repeating 
“To make a SMALL watch is one thing— but to make it 
REALLY keep time, REALLY give service—THAT is some- 
thing entirely different—something usually found only in 
costly watches—but this marvelous new watch presents 
the rare combination of unequalled workmanship and 
beauty, in a tiny watch.” 

Note the appeal of the Arthur A. Everts Co. Dallas 
Tex. advertisement which directs consideration to how 
the graduate will treasure the gift, then how the gift 

(Turn to page 36) 

































WALTER C. CROOKS 


Manager Advisory Accounting Department of 
The Jewelers Board of Trade 





EDITOR’S NOTE: This article is the first of a 
series on accounting methods in the jewelry trade 
by Mr. Crooks. In 1931 he joined the staff of the 
Board as a traveling auditor. When the N.R.A. 
came into existance certain groups among the man- 
ufacturers engaged him to make a survey of their 
cost methods and an advisory accounting service 
has been conducted since that time. With the mer- 
ger of the Manufacturing Jewelers Board of Trade 
and the National Jewelers Board of Trade on 
Feb. 1, 1933, many new members came into the 
Board who were not acquainted with the service 
of Mr. Crooks’ department and announcement of 
this to members was made in a recent circular letter. 
Mr. Crooks has now consented to write a series of 
articles on “Better Accounting Methods” for publi- 
cation in THE JEWELERS CIRCULAR. 














Accounting 





By 
Walter C. Crooks 


l, this day 
and age, more than ever before, any business, to be really 
successful, MUST use all the facts obtainable through 
proper accounting practice. This means not only the use 
of accounting methods that do really account, but in 
addition and just as important, the intelligent use and 
application of all the facts obtainable from such methods, 

My experience, particularly during the two hectic 
years just past, has thoroughly convinced me that there 
are many, many concerns in the jewelry industry, in- 
cluding all the branches of retail, wholesale and man- 
facturing, attempting to carry on without regard to the 
signals and signs that could be found and followed, 
through the proper use of the facts as shown by their 
own records. 

There is the fellow who still seems to believe that the 
keeping of complete records is a waste of time and 
money. Apparently he feels it is necessary to know how 
much cash is available, how much is due from others, how 
much is owing to others, and that’s all. Too often ina 
situation of this sort it is found that an experienced sales 
person, or a girl engaged in packing, shipping, or han- 
dling orders, is also attempting to keep the books, 
although without a knowledge of the fundamental prin 
ciples of bookkeeping. 

Then we also have the fellow who believes in acth 
rate records, carefully and methodically kept, who gets 
high blood pressure if the bookkeeper doesn’t finish the 
trial balance by 10.30 A.M. on the first day of the 
month, but who doesn’t seem to realize that this very 
same trial balance can be made to yield valuable facts 
if the items in it are taken apart and put into proper 
form. This fellow looks over the trial balance, per- 
haps to see if it really balances, promptly forgets it and 
goes right to work on the more important matter (as it 
seems to him) of selling goods, or making goods, as the 
case may be. 

Now I want to say right here to all these fellows: A 
little money spent for a simple but adequate bookkeeping 
system, plus a little more money for the proper upkeep 
of same, plus a little time spent each month in analyzing 
a statement set up in proper form, will pay big dividends 
in valuable facts. 

These comments are not intended to be technical im 
any way, furthermore it is not proposed to attempt any 
discussion of the merits of any particular method or sy 
tem of accounting. Perhaps it might be better to get 
away from the word “accounting”—it may sound formid- 
able to some of you—so let’s use the work “bookkeep 
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Methods tor the New Year 


” A very good definition of the word. “bookkeeping” 








ing. : , : ’ 

is “the art of recording business transactions in a regular 

and systematic manner.” Please read that over again, “An efficient accounting system must show all 
particularly the last four words. income and all outlay of a business in sufficient de- 


tail and in such form as will enable the proprietor 
to determine whether or not the business as a 
whole is making satisfactory progress and also just 
what departments are making a profit or showing 
a loss. Perhaps the most important part of such a 


With this definition in mind let me tell you of a couple 
of actual experiences to demonstrate the reason why I 
get all excited about this subject. By the way, these two 
cases are not unusual by any manner or means. 


The first case is that of a retail jewelry concern in system is a proper distribution of income and ex- 
one of the larger cities, not the largest store in the city pense items to those accounts. 
to be sure, but nevertheless a business enterprise furnish- “Therefore a clear, comprehensive chart of ac- 
ing employment to several people and with an annual sales counts, supplemented by a detailed schedule of the 
yolume of something in excess of $50,000.00. Sufficiently items to be distributed to each account is very 
large you will say to require and maintain a simple com- essential,” says Mr. Crooks. 





prehensive double-entry bookkeeping system. Well, here’s 












what this concern had in the way of a “system”: ad 
Cash in Bank: Amount found on the stub Accounts Receivable: Card system. Fairly ade- 
of the check book (adjusted quate but without control. 
at the end of month to agree 
with bank statement, if nec- Accounts Payable: Bills and statements sup- 
essary). posed to represent unpaid ac- 
counts kept in middle right- 
Cash on Hand: Recorded on cash register. hand drawer of proprietor’s 
Sometimes checked up at desk. 
closing time. (Turn to Page 55) 
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Code of Fair Competition 


WasuHinoctTon, D. C., Dec. 12.—The Code of Fair 
competition for the Retail Jewelry Trade as approved 
on Nov. 27, 1933, by President Roosevelt is given here- 
with in full: 


To effectuate the policies of Title I of the National Industrial 
Recovery Act the following provisions are established as a Code 
of Fair Competition for the Retail Jewelry Trade. 


ArTICLE I—DEFINITIONS 


1. Retail Jewelry Trade—The term “retail jewelry trade” as 
used herein shall mean all selling to the consumer, and not for 
the purpose of resale in any form, of jewelry as defined herein 
or services or repairs to jewelry, in the continental United 
States, excluding the Panama Canal Zone. 

2. Retail Jeweler—The term “retail jeweler’ as used herein 
shall mean any individual or organization engaged wholly or 
partially in the retail jewelry trade. 

3. Retail Jewelry Establishment—The term “retail jewelry 
establishment” as used herein shall mean any store or depart- 
ment of a store engaged in the retail jewelry trade, but shall 
not include stores or departments in which the principal business 
is the selling at retail of products other than jewelry, or services 
or repairs to jewelry. 

4. Jewelry—The term “jewelry” as used herein shall mean 
diamonds and other precious and semiprecious stones, pearls, 
cultured pearls, synthetic stones, and any imitations of any of 
these articles, articles for personal wear and adornment of 
any character whatsoever commonly and commercially known 
as “jewelry,” watches, clocks, silverware, goldware, and precious 
metal ware of the platinum group, and wares plated with any 
of the precious metals. 

5. Employee-—The term “employee” as used herein shall 
mean any person employed by any retail jeweler but shall 
not include persons employed principally in the selling at retail 
of products not included within the definition of retail jewelry 
trade. 

6. Definitions of Personnel—(a) Executive: The term “ex- 
ecutive” as used herein shall mean an employee responsible for 
the management of a business or a recognized subdivision 
thereof. ‘ 

(b) Professional Person—The term “professional person” as 
used herein shall mean lawyers, doctors, nurses, research tech- 
nicians, advertising specialists, and other persons engaged in oc- 
cupations requiring a special discipline and special attainments. 

(c) Outside Salesmen—The term “outside salesmen” as used 
herein shall mean a salesman who is engaged not less than sixty 
(60) per cent of his working hours outside the establishment, or 
any branch thereof, by which he is employed. 

(d) Outside Collector —The term “outside collector’ as used 
herein shall mean a collector of accounts who is engaged not 
less than sixty (60) per cent of his working hours outside the 
establishment, or any branch thereof, by which he is employed. 

(e) Watchmen and Guards—The terms “watchmen” and 
“guards” as used herein shall mean employees engaged primarily 
in watching and safeguarding the premises and property of a 
retail establishment. 

(f) Store Detective—The term “store detective” as used 
herein shall mean an employee engaged exclusivly in detective 
work, 

(g) Maintenance Employee—The term “maintenance em- 
ployee” as used herein shall mean an employee essential to 
the upkeep and/or preservation of the premises and property 
of a retail establishment. 

(h) Outside Service Employee—The term “outside service 
employee” as used herein shall mean an employee engaged 
primarily in delivering, installing, or servicing merchandise 
outside the establishment, and shall include stable and garage 
employees. 

(i) Junior Employee—The term “junior employee” as used 
herein shall mean an employee under eighteen (18) years of age. 

(j) Apprentice Employee-—The term “apprentice employee” 
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as used herein shall mean an employee with less than six (6) 
months experience in the retail Jewelry trade. 

(k) Part-time Employee—The term “part-time employee” ay 
used herein shall mean an employee who works for less than the 
maximum work week. 

7. South—The term “South” as used herein shall meap 
Virginia, West Virginia, Maryland, North Carolina, South 
Carolina, Georgia, Florida, Kentucky, Tennessee, Alabama, 
Mississippi, Arkansas, Louisiana, Oklahoma, New Mexico, 
Texas, and the District of Columbia. 

8. Population—Population shall be determined by reference 
to the Fifteenth Census of the United States (U. S. Department 
of Commerce, Bureau of Census, 1930). 


ArTIcLE II—EFgECTIVE DATE 


The effective date of this Code shall be the second Monday 
after its approval by the President of the United States. 


ArTICLE III—GENERAL LABOR PROVISIONS 


1. Collective Bargaining.—(a) Employees shall have the right 
to organize and bargain collectively through representatives of 
their own choosing, and shall be free from interference, restraint, 
or coercion of employers of labor, or their agents, in the designa- 
tion of such representatives or in self-organization or in other 
concerted activities for the purpose of collective bargaining or 
other mutual aid or protection. 

(b) No employee and no one seeking employment shall be 
required as a condition of employment to join any company 
union or to refrain from joining, organizing, or assisting a labor 
organization of his own choosing. 

(c) Employers shall comply with the maximum hours of 
labor, minimum rates of pay, and other conditions of employ- 
ment, approved or prescribed by the President. 

2. Child Labor.—On and after the effective date of this Code 
no person under the age of sixteen (16) years shall be employed 
except that persons fourteen (14) and fifteen (15) years of age 
may be employed either— 

(a) For a period not to exceed three (3) hours per day on 
six (6) days per week, or 

(b) For one day per week, such day not to exceed eight (8) 
hours. In either case, all such hours of work shall be between 
7 a. m. and 7 p. m. and shall not conflict with the employee's 
hours of day school. It is provided, however, that no person 
under the age of sixteen (16) years shall be employed in 
delivering merchandise from motor vehicles. 

It is further provided that where a State Law prescribes a 
higher minimum age no person below the age specified by such 
State Law shall be employed within such State. 


ArtTicLte IV—Store Hours AnD Hours oF LABOR 


1. Basic Store and Working Hours— On and after the effec- 
tive date of this Code establishments in the retail jewelry trade 
shall elect to operate upon one of the following schedules of store 
hours and hours of labor: 

Group A—Any establishment may elect to remain open for 
business less than fifty-six (56) hours but not less than fifty- 
two (52) hours per week, unless its store hours were less 
than fifty-two (52) hours prior to June 1, 1933, in which case 
such establishment shall not reduce its store hours; no employee 
of these establishments shall work more than forty (40) hours 
per week, nor more than eight (8) hours per day, nor more 
than six (6) days per week. 

Group B.—Any establishment may elect to remain open for 
business fifty-six (56) hours or more per week but less than 
sixty-three (63) hours per week; no employee of such establish- 
ment shall work more than forty-four (44) hours per week, 
nor more than nine (9) hours per day, nor more than six (6) 
days per week. 3 

Group C.—Any establishment may elect to remain open for 
business sixty-three (63) hours or more per week; no employee 
of such establishment shall work more than forty-eight (48) 
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hours per week, nor more than ten (10) hours per day, nor 
more than six (6) days per week. : 

No employee shall work for two or more establishments a 
number of hours, in the aggregate, than he would be 
permitted to work for that one of such establishments which 
operates upon the lowest schedule of working hours. 

No employee not included in the foregoing paragraphs, and 
not specifically excepted hereinafter, shall work more than forty 
(40) hours per week, nor more than eight (8) hours per day, 
nor more than six (6) days per week. 

2. Schedule of Hours to be Posted—On or within one week 
after the effective date of this Code every retail establishment 
shall designate under which of the Groups set forth in the 
preceding Section it elects to operate and shall post and maintain 
in a conspicuous place in the establishment a copy of such elec- 
tion showing its store hours and employee working hours. 

3. Changes in Store Hours and Employee Working Hours.— 
(a) No establishment may change from the Group in which it 
has elected to operate except upon December 31 of every year. 

(b) Any establishment, however, may at any time increase 
its store hours, provided it maintains the basic employee work 
week of the Group in which it originally elected to operate. 

(c) Any retail jewelry establishment may, during the months 
of May to September, inclusive, temporarily reduce its store 
hours, but the weekly wages of its employees shall not on that 
account be reduced. 

4. Exceptions to maximum periods of labor—(a) Profes- 
sional persons, outside salesmen, outside collectors, watchmen, 
guards, and store detectives. The maximum periods of labor 
prescribed in Section I of this Article shall not apply to profes- 
sional persons employed and working at their profession, or 
to outside salesmen, outside collectors, watchmen, guards, and 
store detectives. 

(b) Maintenance and outside service employees—The maxi- 
mum periods of labor prescribed in Section I of this Article shall 
not apply to maintenance and outside service employees; but 
such employees shall not work more than six (6) hours per 
week above the maximum hours per week otherwise prescribed 
by Section I unless they are paid at the rate of time and one 
third for all hours over such additional six (6) hours per 
week, 

(c) Executives ——Subject to the conditions set forth in Sec- 
tion 5 of this Article, executives receiving $35 or more per 
week in cities of over $500,000 population, or receiving $30 or 
more per week in cities of 100,000 to 500,000 population, or 
receiving $27.50 or more per week in cities of 25,000 to 100,- 
000 population, or receiving $25 or more per week in cities, 
towns, villages, and other places under 25,000 population, may 
work in excess of the maximum periods of labor prescribed in 
Section I of this Article. In the South executives paid not less 
than ten (10) per cent below the wages just specified may work 
in excess of such maximum periods. 

(d) Peak periods—At Christmas, inventory, and other peak 
times, for a period not to exceed five (5) weeks in the calendar 
year, an employee whose basic work week is forty (40) hours 
may work not more than forty-eight (48) hours per week and 
nine (9) hours per day; an employee whose basic work week is 
forty-four (44) hours may work not more than fifty-two (52) 
hours per week and nine and one half (934) hours per day; 
an employee whose basic work week is forty-eight (48) hours 
may work not more than fifty-six (56) hours per week and ten 
(10) hours per day. All such work may be without the payment 
of overtime. 

(e) The miximum hours prescribed in this Article shall not 
apply in cases of very special emergency where the limitation, 
if imposed, would preclude the satisfactory completion of a 
transaction with a specific customer, or the satisfaction of re- 
quirements as to reports to any Federal, State, or Trade Agency, 
or in emergencies threatening damage or destruction to the plant 
or assets of retail jewelry establishments. 

5. Limitation upon number of persons working unrestricted 
hours.—Notwithstanding the provisions of the foregoing sec- 
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tions of this Article, and regardless of the number of persons 
otherwise permitted to work unrestricted hours, the total num- 
ber of workers in any establishment (whether such workers are 
executives, proprietors, partners, persons not receiving monetary 
wages, or others) who shall be permitted to work unrestricted 
hours shall not exceed the following ratio: In establishments 
comprised of twenty (20) workers or less the total number of 
workers who may work unrestricted hours (not including those 
workers specified in Section 4 (a) of this Article) shall not ex- 
ceed one worker for every five (5) workers or fraction thereof; 
provided that in retail jewelry establishments with five or less 
workers, two workers qualifying under this section may, but 
only in a managerial capacity, work unrestricted hours; in 
establishments comprised of more than twenty (20) workers the 
total number of workers who may work unrestricted hours (not 
including those workers specified in Section 4 (a) of this Arti- 
cle) shall not exceed one worker for every five (5) workers for 
the first twenty (20) workers, and shall not exceed one worker 
for every eight (8) workers above twenty (20). 

6. Hours of work to be consecutive-——The hours worked by 


_ any employee during each day shall be consecutive, provided 
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that an interval not longer than one hour may be allowed for 
each regular meal period, and such interval not counted as part. 
of the employee’s working time. Any rest period which may 
be given employees shall not be deducted from such employee’s 
working time. 

7. Extra working hour on one day a week—On one day each 
week employees may work one extra hour, but such hour is to 
be included within the maximum hours permitted each week. 

8. Conflict with State laws——When any State law prescribes 
for any class of employees shorter hours of labor than those 
prescribed in this Article, no employee included within such 
class shall be employed within such State for a greater num- 
ber of hours than such State allows. 


ARTICLE V—WaAGES 


1. Basis schedule of wages—On and after the effective date 
of this Code, the minimum weekly rates of wages which shall be 
paid for a work week as specified in Article IV—whether such 
wages are calculated upon an hourly, weekly, monthly, commis- 
sion, or any other basis—shall, except as hereinafter pro- 
vided, be as follows: 

(a) Within cities of ever 500,000 population, no employee 
shall be paid less than at the rate of $14 per week for a forty 
(40) hour work week, or less than at the rate of $14.50 per 
week for a forty-four (44) hour work week, or less than at 
the rate of $15 per week for a forty-eight (48) hour work week. 

(b) Within cities of from 100,000 to 500,000 population, no 
employee shall be paid less than at the rate of $13 per week 
for a forty (40) hour work week, or less than at the rate of 
$13.50 per week for a forty-four (44) hour work week, or less 
than at the rate of $14 per week for a forty-eight (48) hour 
work week. 

(c) Within cities of from 25,000 to 100,000 population, no 
employee shall be paid less than at the rate of $12 per week 
for a forty (40) hour work week, or less than at the rate of 
$12.50 per week for a forty-four (44) hour work week, or less 
than at the rate of $13 per week for a forty-eight (48) hour 
work week. : 

(d) Within cities, towns, villages of from 2,500 to 25,000 
population, the wages of all classes of employees shall be in- 
creased from the rates existing on June 1, 1933, by not less 
than twenty (20) per cent, provided that this shall not require 
an increase in wages to more than the rate of $11.00 per week 
and provided further that no employee shall be paid less than 
at the rate of $10.00 per week. 

(e) Within towns, villages, and other places with less than 
2,500 population, the wages of all classes of employees shall be 
increased from the rates existing on June 1, 1933, by not less 
than twenty (20) per cent, provided that this shall not require 
an increase in wages to more than the rate of $10.00 per week. 

The minimum wages paid to professional persons, outside 
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salesmen, outside collectors, watchmen, guards, store detectives, 
and maintenance and outside service employees shall be upon 
the basis of the basic employee work week upon which the 
establishment by which they are employed has elected to operate. 

The minimum wages of any employee not included in the 
foregoing paragraphs and not specifically excepted hereinafter 
shall be upon the basis of a forty (40) hours work week. 

2. Juniors and apprentices—Junior and apprentice employees 
may be paid at the rate of $1.00 less per week than the minimum 
wage otherwise applicable; it is provided, however, that no 
employee shall be classified both as a junior and as an apprentice 
employee, and it is further provided that the number of em- 
ployees classified as junior and as apprentice employees, com- 
bined, shall not exceed a ratio of one such employee to every 
five employees or fraction thereof up to twenty (20) and one 
such employee to every ten (10) employees above twenty (20). 

3. Southern wage differential—In the South, within cities of 
over 25,000 population, the minimum wages prescribed in the 
foregoing sections may be at the rate of $1.00 less per week; 
within cities, towns, and villages of from 2,500 to 25,000 popu- 
lation the wages of all classes of employees shall be increased 
from the rates existing on June 1, 1933, by not less than twenty 
(20) per cent, provided that this shall not require an increase 
in wages to more than the rate of $10.00 per week, and provided 
further that no employee shall be paid less than at the rate 
of $9.00 per week except as provided in Section 2 of this Article; 
within cities, towns, villages, and other places under 2,500 
population the wages of all classes of employees shall be in- 
creased from the rates existing on June 1, 1933, by not less 
than twenty (20) per cent, provided that this shall not require 
an increase in wages to more than the rate of $9.00 per week. 

4. Part-time employees——Part-time employeees shall be paid 
not less than at an hourly rate proportionate to the rates pre- 
scribed in the foregoing sections of this Article. 

5. Weekly wages above minimum not to be reduced.—The 
weekly wages of all classes of employees receiving more than 
the minimum wages prescribed in this Article shall not be re- 
duced from the rates existing upon July 15, 1933, notwithstand- 
ing any reduction in the number of working hours of such 
employees. 

6. Conflict with State laws.—When any State law prescribes 
for any class of employees of either sex a higher minimum 
wage than that prescribed in this Article, no employee of such 
class of either sex employed within that State shall be paid 
less than such State law requires. 


ArticLt VI—Limitations Upon Price INCREASES; PRIOR 
CoNnTRACTS 


JL Limitations upon price increases—No retail jeweler shall 
increase the price of any merchandise sold after the effective 
date of this Code over the price existing June 1, 1933, by more 
than is made necessary by the amount of increases in produc- 
tion, operating, replacement, and/or invoice costs of merchan- 
dise ; and/or by taxes; and/or by other costs resulting from 
action taken pursuant to the National Industrial Recovery Act 
and/or the Agricultural Adjustment Act since June 1, 1933, and 
im setting such price increases retail jewelers shall give full 
weight to probable increases in sales volume. It is provided, 
however, that if any price on June 1, 1933, was a distress price, 
an equitable adjustment may be made. 

2. Adjustment of prior contracts—Where costs of executing 
contracts entered into before June 16, 1933, by any retail jeweler 
for the purchase of goods at fixed prices for delivery during 
the duration of this Code are increased by the application of 
the provisions of the National Industrial Recovery Act and/or 
the Agricultural Adjustment Act, it is deemed equitable and 
Promotive of the purposes of the Act that appropriate adjust- 
ments of such contracts to reflect such increased costs actually 
incurred be arrived at by mutual agreement er arbitral proceed- 
ings. or otherwise, and the National Retail Jewelry Trade 
Council provided for in Article IX hereinafter is constituted 
aN agency to assist in effecting such adjustments. 


ARTICLE VII—Loss LIMITATION PROVISION 


1. Loss Limitation Provision—In order to prevent unfair 
competition against local merchants, the use of the so-called 
“loss leader” is hereby declared to be an unfair trade practice. 
These “loss leaders” are articles often sold below cost to the 
merchant, which means the actual net delivered cost or current 
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replacement cost whichever is lower, for the purpose of attract- 
ing trade. This practice results, of course, either in efforts by 
the merchant to make up the loss by charging more than rea- 
sonable profit for other articles, or else in driving the small 
merchant with little capital out of legitimate business. It works 
back against the producer of raw materials on farms and in 
Industry and against the labor so employed. 

This, declaration against the use of “loss leaders” by the 
storekeeper does not prohibit him from selling an article with- 
out any profit to himself. But the selling price of articles to 
the consumer should include an allowance for actual wages of 
store labor, to be fixed and published from time to time by 
the Trade Authority hereinafter established. 

Such an allowance for labor need not be applied by retail 
jewelers doing business only in communities of less than 2,500 
population (according to the 1930 Census) which are not part 
of a larger trade area. 

Provided, however, That any retail jeweler may sell any 
article of merchandise at a price as low as the price set 
by any competitor in his trade area on merchandise which is 
identical or essentially the same, if such competitor’s price is 
set in conformity with the foregoing provisions. A retail jeweler 
who thus reduces a price to meet a competitor's price as above 
defined shall not be deemed to have violated the provisions 
of this Section if such retail jeweler immediately notifies the 
nearest local retail jewelry trade committee as hereinafter pro- 
vided in Article IX, Section 2 (e) of such action and all facts 
pertinent thereto. 

2. Exceptions——(a) Notwithstanding the provisions of the pre- 
ceding Section, any retail jeweler may sell at less than the 
prices specified above, merchandise sold as a bona fide clearance, 
if advertised, marked, and sold as such; imperfect or actually 
damaged merchandise, or bona fide discontinued lines of mer- 
chandise, if advertised, marked, and sold as such; merchandise 
sold upon the complete final liquidation of any business; mer- 
chandise sold in quantity on contract to public carriers, depart- 
ments of government, hospitals, schools and colleges, clubs, hotels, 
and other institutions for their own specific use and not for 
resale and not for redistribution to individuals; merchandise 
sold or donated for charitable purposes or to unemployment 
relief agencies. 

(b) Where a bona fide premium or certificate representing 
a share in a premium is given away with any article the base 
upon which the minimum price of the article is calculated shall 
include the cost of the premium or share thereof. 


Article VIII—TRApDE PRACTICES 


All retail jewelers shall comply with the following trade 
practices: 

1. Advertising and Selling Methods—(a) No retail jeweler 
shall use advertising, whether printed, radio, or display or of 
any other nature, which is inaccurate in any material par- 
ticular or misrepresents merchandise (including its use, trade 
mark, grade, quality, quantity, size, origin, material, content, 
or preparation) or credit terms, values, policies, or services; 
and no retailer shall use advertising and/or selling methods 
which tend to deceive or mislead the customer. 

(b) No retail jeweler shall use advertising which refers in- 
accurately in any material particular to any competitor or his 
merchandise, prices, values, credit terms, policies, or services. 

(c) No retail jeweler shall use advertising which inaccurately 
lays claim to a pplicy or continuing practice of generally under- 
selling competitors. 

(d) No retail jeweler shall secretly give anything of value 
to the employee or agent of a customer for the purpose of in- 
fluencing a sale, or in furtherance of a sale render a bill or 
statement of accoutit to the employee, agent, or customer which 
is inaccurate in any material particular. 

(e) No retail jeweler shall place obstacles in the way of the 
purchase of a product which a consumer orders by brand name 
by urging upon the consumer a substitute product in a manner 
which disparages the product ordered. 

(f) Violation by a retail jeweler of the applicable state 
stamping laws relating to articles made wholly or in part of 
gold, silver, metals of the platinum group, or alloys thereof; 
or, where there are no applicable state laws relating to said 
articles, violation by a retail jeweler of the National stamping 
laws or of the standards of quality approved by the United 
States Bureau of Standards, shall be a violation of this.cade. 
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(g) No retail jeweler shall use the word “perfect” or any 
other word or expression of similar meaning, in any way, in 
connection with, or as descriptive of, any diamond, ruby, sap- 
phire, or emerald which discloses flaws, cracks, carbon, spots, 
clouds, cloudy texture, or blemishes of any sort when examined 
by a trained eye under a diamond loupe of not less than 7 
power. 

(h) No retail jeweler shall use the word “diamond” “emer- 
ald,” “ruby,” “sapphire,” or “pearl” in selling, offering for sale, 
or advertising for sale any article or articles that are manu- 
factured, produced or artificially cultured or cultivated as an 
imitation of, or substitute for, any real or natural diamond, 
emerald, ruby, sapphire, or pearl, as defined hereafter, without 
using a word or words conspicuously and clearly portraying that 
the article is manufactured, produced, or artificially cultured or 
cultivated, as the case may be. 


DEFINITIONS 


Diamond.—A mineral consisting essentially of pure carbon 
crystallized in the isometric system, generally in octahedron 
form, either colorless or variously tinted. Its hardness is 10 and 
its specific gravity about 3.525. 

Emerald.—A bright-green variety of beryl which crystallized 
in the rhombohedral system, almost always in six-sided prisms. 
Its color is due to the presence of chromium. Its hardness is 
about 7.8 and its specific gravity very nearly 2.7. 


Ruby—The name “ruby” is given to the transparent red 
variety of the mineral corundum, which is nearly pure alumina 
(Al,O3). The color is due to the addition of minute quantities 
of metallic oxides to the alumina. Its hardness is about 8.8 and 
its specific gravity varies from 3.97 to 4.05. 

Sapphire—The name “sapphire” is given to the transparent 
blue variety of the mineral corundum, which is nearly pure 
alumina (Al,03). The color is due to the addition of minute 
quantities of metallic oxides to the alumina. Its hardness is 
about 8.8 and its specific gravity varies from 3.97 to 4.05. Sap- 
phires may be of other colors than blue, but in that case are 
commercially classed as semi-precious stones. 


Pearl.—Pearls are lustrous concretions, consisting essentially 
of concentric layers of carbonate of lime interstratified with 
animal membrane, found in the shells or certain mollusks, the 
result of an abnormal secretory process caused by an irritation 
ef the mantle of the mollusk consequent on the natural intrusion 
into the shell of some foreign body, as a grain of sand, an egg 
of the mollusk itself, or perhaps some cercarian parasite, or 
an excess of carbonate of lime in the water. 

(i) No retail jeweler shall use the words “real,” “genuine,” 
“natural,” or any other words of similar meaning, in any way 
in connection with, or as descriptive of, any article or articles 
that are manufactured, produced, or artificially cultured or cul- 
tivated, as an imitation of, or substitute for, any precious or 
semiprecious stones or pearls. 

(j) No retail jeweler selling jewelry to the ultimate consumer 
shall refer his customers to the establishment of another retailer 
with the suggestion that the customer make a selection but no 
purchase, thus parasitically using*the facilities of the latter re- 
tailer, such as stock and salesmen’s time, to create sales for 
himself by offering and delivering the identical goods to his 
customers at greater profit to himself, because others bear a 
substantial part of the cost of his effecting such sale. 

(k) No retail jeweler shall, in the retail jewelry trade, rep- 
resent himself as other than a retailer. 

(1) No retail jeweler shall issue price lists and/or catalogues 
the tendency of which, in connection with the offering of dis- 
counts, is to give to the consumer the impression that the prices 
are bargain prices, when such in fact is not the case. 

(m) No retail jeweler shall grant discounts, rebates, refunds, 
commissions, or credits, whether in the form of money or other- 
wise, and shall not extend to certain purchasers special services 
or privileges not extended to all purchasers (individuals direct- 
ly connected with his establishment excepted, and then only 
when merchandise is for their personal use and not for resale) 
on like terms and conditions. 

Nothing in this section shall be construed to prevent price 
differentials from being allowed on the basis of a sale in quan- 
tity, or such other factors as the Administrator shall deem 
Proper, provided such differentials do not exceed the savings 
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actually enjoyed by the seller by reason of selling and handling 
the larger quantities. 

(n) No retail jeweler shall sell or offer for sale directly or 
through an agent, at auction, in the retail jewelry trade, any 
jewelry except for the purpose of legitimate liquidation, or in 
case of dire need, in either of which cases an application must 
be made to and approved by the local Retail Jewelry Trade 
Committee. In such instances, no special purchases of jewelry 
shall be made for the purpose of this auction and all jewelry 
offered at auction must be stock legitimately owned in the natu- 
ral course of the conduct of said Retail Jewelry Business. It 
shall be further required that an accurate inventory of jewelry 
to be auctioned be filed with the local retail jewelry trade com- 
mittee at least fifteen days before the auction, or as otherwise 
provided by the local or state laws. 

(0) No retail jeweler shall advertise or offer to repair 
watches or clocks at a uniform price irrespective of the cost 
of such repairs. 

(p) No retail jeweler shall sell, offer for sale, or advertise 
for sale, rebuilt watches unless such articles are clearly desig- 
nated as such. 

(q) No retail jeweler shall appraise any article of jewelry 
unless such appraisal is in writing over his signature. 

2. N.R.A. Label—No retail jeweler shall purchase, sell, or 
exchange any merchandise manufactured under a Code of Fair 
Competition which requires such merchandise to bear an N.R.A. 
label, unless said merchandise bears such label. Any retail 
jeweler rightfully possessing the insignia of the N.R.A. who 
has in stock or purchases similar merchandise which has been 
manufactured before the effective date of the Code of Fair 
Competition requiring such merchandise to bear an N.R.A. label 
may attach thereto the N.R.A. insignia. 

3. Prison-made Goods.—Pending the formulation of a com- 
pact or code between the several States of the United States 
to insure the manufacture and sale of prison-made goods on a 
fair competitive basis with goods not so produced, the following 
provisions of this Section will be stayed for ninety (90) days, 
or further at the discretion of the Administrator. 

(a) Where any penal, reformatory, or correctional institution, 
either by subscribing to the code or compact hereinbefore re- 
ferred to, or by a binding agreement of any other nature, satis- 
fies the Administrator that merchandise produced in such insti- 
tution or by the inmates thereof will not be sold except upon 
a fair competitive basis with similar merchandise not so pro- 
duced, the provisions of paragraph (b) hereof shall not apply 
to any merchandise produced in such manner in the institutions 
covered by such agreement. 

(b) Except as provided in the foregoing paragraph, no retail 
jeweler shall knowingly buy or contract to buy any merchandise 
produced in whole or in part in a penal, reformatory, or cor- 
rectional institution. After May 31, 1934, no retailer shall know- 
ingly sell or offer for sale such merchandise. Nothing in this 
Section, however, shall affect contracts, which the retailer does 
not have the option to cancel, made with respect to such mer- 
chandise before the approval of this Code by the President of 
the United States. 

(c) Nothing in this Section shall be construed to supersede 
or interfere with the operation of the Act of Congress approved ° 
January 19, 1929, being Public No. 669 of the 70th Congress 
and entitled “An Act to Divest Goods, Wares, and Merchandise 
Manufactured, Produced, or Mined by Convicts or Prisoners 
of their Interstate Character in Certain Cases,” which Act is 
known as the Hawes-Cooper Act, or the provisions of any 
State Legislation-enacted under, or effective upon, the effective 
date of the said Hawes-Cooper Act, the said effective date being 
January 19, 1934. 

4. Company scrip—The following provisions of this Section 
shall not become effective until March 1, 1934. Pending such 
effective date the Administrator shall appoint a Committee of 
not more than three persons to investigate the economic and 
social implications of these provisions. Said Committee may 
make recommendations based upon its investigations, and such 
recommendations shall, upon approval by the President of the 
United States, become effective in the place of these provisions: 

(a) No retail jeweler shall accept as payment for merchan- 
dise any non-negotiable scrip, company checks, or other evidence 
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§ wage payment issued by any individual or private profit 
+ SR in payment of wages or as an advance upon un- 
oe pall A negotiable instrument issued by any individual 
earn ivate profit organization in payment of wages shall be 
or esa only if it is payable in cash within one month of the 
mgr issue. This paragraph shall not apply in cases where 
the cash funds of any individual or organization are rendered 
temporarily unavailable due to the closing by state or federal 
order of the bank in which such funds are deposited. 

(b) No retail jeweler shall extend credit in the form of 
goods, money, oF services to any person other than its own 
employees engaged exclusively in the retail trade, upon any 
employer’s guarantee of part or all of said- person’s future 
wages, or pursuant to a wage-deduction arrangement entered 
into with said employer, unless an identical ee eae 
deduction arrangement is available to all retailers. 


ARTICLE I[X—ADMINISTRATION 


1. Retail Jewelry Trade Authority—The Retail Jewelry 
Trade Authority shall consist of the Administrator or his 
Deputy, or not more than three members appointed by the 
Administrator, who shall advise and assist the Administrator 
or his Deputy. Members of the Retail Jewelry Trade Authority 
shall be members, without vote, of the National Retail Jewelry 
Trade Council, provided for hereinafter, and without expense 
to said Council. 

2. National Retail Jewelry Trade Council.— 

(a) Composition—To effectuate further the policies of the 
Act, a National Retail Jewelry Trade Council hereinafter 
referred to as the Code Authority is hereby designated to 
cooperate with the Administrator ‘as a planning and fair- 
practice agency for the retail jewelry trade. This Code Author- 
ity shall consist of 5 representatives of the retail jewelry trade 
designated by a fair method to be approved by the Admin- 
istrator. Where more than one national trade association each 
represents a portion of a single division of the retail jewelry 
trade, the Administrator shall, for the purpose of establishing 
the membership of the National Retail Jewelry Trade Council 
in the first instance, determine whether such associations are 




























truly representative and what shall be the number and propor- 
tionate vote of such associations upon the Council; after the 
initial establishment of the Council such decisions shall be made 
by the Council subject to an appeal to the Administrator. The 
National Retail Jewelry Trade Council may issue regulations 
providing for the local administration of this Code through 
cooperation with the local Retail Trade Councils set up under 
the supervision of the National Retail Trade Council, such 
regulations to be subject to the approval of the Administrator. 

(b) Recommendations—The National Retail Jewelry Trade 
Council may from time to time present to the Administrator 
recommendations (including interpretations), based on condi- 
tions in the retail jewelry trade, which will tend to effectuate 
the operation of the provisions of this Code, and the policy of 
the National Industrial Recovery Act. Such recommendations 
shall, upon approval by the Administrator, become operative as 
part of this Code. 

(c) Inwvestigations—The Code Authority is empowered and 
set up to cooperate with the Administrator to make investiga- 
tions as to the functioning and observance of any provision of 
this Code, at its own instance, on request of the Administrator, 
or on complaint by any persons affected, and to report the same 
to the Administrator. 

(d) Reports—The Code Authority may require such reports 
as may be necessary to administer this Code, in such form as 
may be approved by the Administrator. Any reports required 
by the Code Authority shall be submitted to an impartial agency 
designated by the Administrator, and not a member of the indus- 
try, and shall not be revealed to any member of the industry, 
except in summary; provided, however, that such information 
shall be available to the Administrator upon request; and pro- 
vided further, that such information may be divulged if neces- 
sary to facilitate the administration of this Code. In addition to 
information to be submitted the Code Authority, there shall be 
furnished to the Administrator such statistical information as 
the Administrator may deem necessary for the administration 
of this Code. 

(e) Local Committees—The National Retail Jewelry Trade 

(Turn to page 35) 
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President Roosevelt's Silver Proclamation 


Pittman Pact Put in Effect—Comments of Silversmiths 
on the Silver Situation 


WasuincTon, D. C., Dec. 26.—By Presidential proc- 
lamation issued Dec. 21, the United States mints will buy 
all silver hereafter mined in this country or its. possessions 
at 6414 cents an ounce, or 21/% cents above the present 
level. 

At the rate of silver production in the United States 
for 1932, which amounted to 24,000,000 ounces, the an- 
nual cost would be $15,480,000. The President’s plan 
calls for payment of the mine owners through the coinage 
of half their offered silver into dollars. The remaining 
half will be collected as a seigniorage fee and retained as 
bullion in the Treasury. 

Neither the President’s statement nor his proclamation 
explains in so many figures that the price of silver will be 
6414 cents an ounce. But this figure, deducible from the 
references in the proclamation, was announced orally by 
the White House secretariat. The present legal price of 
silver, which is the result of statutory provisions regarding 
the exchange value of silver to gold, is at present $1.29 an 
ounce, the White House explained. The United States 
mints will buy the silver at this price, but as a fee will 
deduct and retain 50 per cent of the silver for coinage 
and delivery charges. Thus the real price an ounce works 
out to is 6414 cents. The present market price of silver 
is about 45 cents. 





The following statement on the silver situation was is- 
sued Dec. 22 by Handy & Harman, Inc., 82 Fulton St., 
New York: 

“The President’s silver proclamation of Dec. 21 has 
established two classifications for the metal—one, consist- 
ing of silver produced during the period Dec. 22, 1933, 
to Dec. 31, 1937, from natural deposits in the United 
States or any place subject to its jurisdiction; the other, 
consisting of silver produced elsewhere, which may be 
termed foreign silver. 

“The former domestic product will be purchased by the 
Government at the statutory coinage ratio of $1.29 per 
fine ounce less a seigniorage and service charge equivalent 
to 50 per cent, which results in a net price of 6414 cents 
per ounce for newly-mined American silver. 

“The latter foreign product (which includes Dien 
silver mined prior to Dec. 22, 1933) cannot be sold to the 
Government at the rate of 6414 cents, but the price of 
silver so classified should also be stimulated because of the 
withdrawal from the open market of American supplies, 
which equal approximately one-sixth of world production. 

“Under these circumstances the New York official price 
which we quote daily will apply only to so-called foreign 
silver; and while this situation prevails, our sales to the 
arts and industries will be based upon this official price, 
and not upon the Government’s buying rate.” 





In response to telegrams sent out to leading silver- 
smiths asking for statements on the silver situation, a 
number of replies were received. 
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Edmund C. Mayo, president of the Gorham Co., Provi- 
dence, R. I., said: “It is impossible now to forecast what 
effect President’s statement will have upon the silver 
business.” 

Rogers, Lunt & Bowlen Co., Greenfield, Mass., said: 
“Think it too early to make a statement.” 

Cleveland A. Dunn, of Graff, Washbourne & Dunn, 
New York, said: “Premature for definite opinion. It 
ought to bring to the public a new and truer sense of value 
and a realization that sterling is a precious metal worthy 
of possession for its cultural aspect rather than merely 
commercial.” 

The Manchester Silver Co., Providence, telegraphed as 
follows: 

“The President’s proclamation on silver comes so sud- 
denly that it is impossible to state definitely what effect 
it will have. If it is carried through as planned it will 
eventually mean general increased prices for all sterling 
silverware. We believe higher prices for silver will stimu- 
late all classes of business.” 

The Richard Dimes Co., 
statement : 

“The Richard Dimes Silver Company believe the ijn- 
crease in price of silver metal will greatly stimulate the 
silver industry and the retail trade. It has been our experi- 
ence that the silver-buying public who appreciate silver- 
ware not only for its usefulness but for its precious value 
as an heirloom ceases to purchase when prices are low. 
Low-price silverware means an inferior product that is 
ruinous to both manufacturer and retailer.” 

A. L. Zeitung, International Silver Co., said: 

“Publicity silver is receiving, in our opinion, will make 
for greater appreciation of the manufactured products by 
consumer. Dealers should recognize possibilities of sup- 
plying this large market with quality items. Many deal- 
ers in 1933 have done a large silver business due to ap- 
preciation of the product and market. Now, with this 
added publicity and new program on the part of the 
Government, it should make possibilities for the retailer 
even greater. 1934 can be a silver year for the retail 
jeweler if he appreciates the made publicity and receptivity 
of consumer.” 

W. A. Kingsman, president and general manager of 
the Towle Mfg. Co., Newburyport, Mass., wrote, on 
Dec. 23, as follows: 

“I think as you read the developments of the day and 
the comments in the evening paper, and realized that the 
commercial price of silver only increased 144 cents from 
Thursday, the morning news does not indicate very im- 
portant developments in silver. 

“Although some believe the commercial price will gradu- 
ually increase, some think it will stabilize, others that it 
may go lower. There are equally good arguments on the 
several sides. 

“I write this letter because I cannot see important de- 
velopments worthy of special editorial statement.” 


Boston, made the following 
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WD. appreciate very much the courtesies our 
many friends have extended us during the past, 


and convey to them our most hearty wishes for 


A HAPPY and PROSPEROUS NEW YEAR 


The Patrpotnt (orporation 
New Bedford, Massachusetts 
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Code of Fair Competition for the Retail Jewelry Trade 


(From Page 31) 


Council shall, subject to the approval of the Administrator, 
supervise the setting up within local trading areas of local 
committees for the purpose of assisting in the administration 
and enforcement of this Code within such local areas insofar 
as it relates to the retail jewelry trade. 

(f) The expenses of the National Retail Jewelry Trade 
Council and its local committees shall be equitably assessed and 
collected from retail jewelers, subject to the approval of the 
Administrator. This assessment shall not exceed the sum of 
three dollars per annum per employee. For this purpose the 
number of employees of any retail jewelry establishment shall be 
the average annual number of persons engaged in the retail 
jewelry trade in its establishment in any capacity, receiving 
compensation for his services, irrespective of the nature or 
method of payment of such compensation. 

3. Interpretations —The Administrator may from time to time, 
after consultation with the National Retail Jewelry Trade Coun- 
cil, issue such administrative interpretations of the various pro- 
visions of this Code relating to the retail jewelry trade as are 
necessary to effectuate its purposes, and such interpretations 
shall become operative as part of this Code, unless the Admin- 
istrator shall otherwise specify. 

4. Exceptions in cases of unusual or undue hardship—Where 
the operation of the provisions of this Code imposes an unusual 
or undue hardship upon any retail jeweler or group of retail 
jewelers, such retail jewelers or group of retail jewelers may 
make application for relief to the Administrator or to his duly 
authorized agent, and the Administrator or his agent may, 
after such public notice and hearings as he may deem neces- 
sary, grant such exception to or modification of the provisions 
of this Code as may be required to effectuate the purposes of 
the National Industrial Recovery Act. 


ARTICLE X—GENERAL 


1. Membership in associations—Membership in the national 
retail associations represented upon the National Retail Jewelry 
Trade Council, or in any affiliated association, shall be open to 
all retail jewelers of that portion of the retail jewelry trade 
which said associations respectively represent, and said associa- 
tions shall impose no inequitable restrictions upon admission to 
membership therein. 

2. Prohibition against monopolies—The provisions of this 
Code shall not be interpreted or applied to promote monopolies 
or monopolistic practices or to eliminate or oppress small enter- 
prises or to discriminate against them. 

3. Prohibition against use of subterfuge—No retail jeweler 
shall use any subterfuge to frustrate the spirit and intent of 
this Code, which is, among other things, to increase employment 
by universal convenant, to remove obstructions to commerce, 
to shorten hours of work, and to raise wages to a living basis. 

4. Right of President to cancel or modify—This Code and 
all the provisions thereof are expressly made subject to the 
right of the President, in accordance with the provisions of 
Section 10 (b) of Title I of the National Industrial Recovery 
Act, from time to time to cancel or modify any order, approval, 
license, rule, or regulation, issued under Title I of said Act. 

5. Modifications and supplementary provisions—Such of the 
provisions of this Code as are not required to be included 
herein by the National Industrial Recovery Act, may, with the 
approval of the President, be modified or eliminated as changes 
in conditions or experience may indicate. It is contemplated 
that from time to time supplementary provisions to this Code 
or ‘additional Codes will be submitted for the approval of the 
President to prevent unfair competitive practices and to effec- 
tuate the other purposes and policies of Title I of the National 
Industrial Recovery Act. 

6. Expiration—This Code shall continue in effect until June 
16, 1935, or the earliest date prior thereto on which the Presi- 
dent shall, by proclamation, or the Congress shall, by joint reso- 
lution, declare that the emergency recognized ‘by Section 1 of 
the National Industrial Recovery Act has ended. 
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7. Information to be furnished government agencies—In ad- 
dition to information required to be submitted to the National 
Retail Jewelry Trade Council, there shall be furnished to 
Government agencies such statistical information as the Admin- 
istrator may deem necessary for the purposes recited in Section 
3 (a) of the National Industrial Recovery Act. 


Fight Against 10 Per Cent Excise Tax 


(From Page 17) 


they have a permanent, lasting value. Precious stones 
are never second handed, yet the taxable jewelry and 
gems offered by the legitimate dealer must compete with 
the flood of tax free goods. Under Section 605 mer- 
chandise on hand at the time the Act went into effect, no 
matter in whose hands—importer, manufacturer, whole- 


saler or retailer—if not manufactured or produced by 


the owner of the goods, is and continues to be tax free. 
This covers a very large part of all the merchandise in 
existence at the present time—then there are the tax free 
goods sold by auctioneers legitimately or otherwise, tax 
free jewelry and diamonds sold by pawnbrokers and large 
stocks of tax free jewelry taken over by banks, which 
goods in many cases manufactured during 1929 or before 
have been offered at 50 per cent of the original cost of 
manufacture. The impossibility of distinguishing between 
taxable and tax free articles and the uncertainty as to 
the tax liability and the operation of unscrupulous deal- 
ers has placed an insurmountable handicap upon the hon- 
est jeweler, which is fermenting discouragement, bitter- 
ness and despair; and in some cases unfortunately results 
in evasion of the law. 

In the Tariff Act of 1930, Congress recognized the 
effect of diamond smuggling and reduced the duty on cut 
diamonds from 20 per cent to 10 per cent. This made 
commercial diamond smuggling unprofitable, but the pres- 
ent 10 per cent sales tax on diamonds revives the activi- 
ties of the smuggler, inasmuch as he again has a 20 per 
cent advantage over his honest cornpetitor, because the 
smuggler pays neither duty nor taxes of any kind. 

Section 605, as written, cannot be administered equit- 
ably. Despite conscientious endeavor on the part of the 
Internal Revenue Department to interpret the law fairly, 
it has been difficult to identify a producer. Under pres- 
ent regulations, anyone who sets a stone in a mounting, 
or assembles a movement and a watch case, is a producer. 
There are less than 5,000 primary manufacturers in the 
industry, and this law as interpreted, probably classifies 
more than 3 times as many assemblers as potential manu- 
facturers. The regulations issued have resulted in con- 
fusion and almost universal dissatisfaction on the part of 
the trade. Despite the frequent distribution of bulle- 
tins by this Committee, explaining the effect of regula- 
tions as issued by the Internal Revenue Department, the 
trade as a whole finds it difficult to apply the law to 
everyday transactions, and ample evidence is available to 
indicate that it is not understood by many of the Gov- 
ernment agents charged with enforcing it. It is further- 
more very evident that the field forces of the Internal 

(Turn to Page 37) 
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Stepping in the New Year 
(From Page 21) 


is shown and finally the suggestion of specials at $1, to 
catch the business of those that have only a small amount 
to spend for a gift. Note too the last line of this ad- 
vertisement, “Everts on the box adds much to the gift, 
but nothing to the cost.” 

January offers an excellent opportunity for promotion 
of the store as a “family” institution. Far too many 
jewlers have gotten away from this the very foundation 
upon which the institution was built. An excellent entire 
year’s advertising could be laid around a program to 
make the store once again a “family” institution. 

Such promotion will remove day after day the impres- 
sion of the jewelers’ business as a luxury business and 
will help him to regain much of his trade that has gone 
to department stores and other institutions. Advertis- 
ing of fountain pens, clocks, plated ware and all stock 
items during January is a good way to begin such a 


‘campaign, as many jewelers have been doing. 


The birthday, wedding, anniversary and graduation 
business of every customer should be yours without ques- 
tion; yet under the merchandising policies of many in- 
stitutions it is not—the customer switches from one store 
to another. But if advertising seeks to secure the regular 
needs of the customer, day in and day out the jeweler 
can not only profit from the business thus secured but 
also by securing all of the business to be had on these 
four important events in the lives of his customers’ 
families. 





This is of course long-range promotion and advertising 
but it is the type that will pay, year after year, and which 
will insure continued patronage through good times ang 
bad, through periods of prosperity and depression, and 
will cut down the waste of competitive advertising The 
latter point alone should make it worthy of consider. 
ation in every jewelery store throughout the United 
States. 





Excellent English Christmas Trade Reported 


Lonpvon, Dec. 22.—More business has been done by 
the jewelry trade this Yuletide than for a very long time 
past. Manufacturing jewelers have done particularly 
well—a pretty sure sign that retail buying has improved 
substantially. 

In Sheffield, where the fine cutlery and silver and silver 
plated ware is turned out, there is a real boom. Stanley 
Neill, a manufacturing silversmith and producer of noy- 
elty stainless goods much in evidence in the retail jewelry 
shops, stated that the Sheffield manufacturers are so busy 
that they are behind with the delivery of orders. Certain 
lines are being turned out in such quantities, he says, that 
a substantial reduction in retail prices has been made 
possible. 

Here in England there has been a considerable demand 
for white single diamonds of two carats and upward. 
Backes & Strauss, dealers in precious stones, attribute the 
confidence reposed by the trade in the London Rough 
Diamond Syndicate as the main factor in the present 
healthy state of the diamond market with its firm prices 
and steady demand. 








To our many friends in the Trade 
we extend our 


Sincerest ‘Wishes 


for 





am A HAPPIER and MORE PROSPEROUS Mm 


Eastern 


MANNIE ABRAHAMS 





NEW YEAR 


Raymond Abrahams 
522 Fifth Avenue 


*Phone Vand. 3-0457-0458 


DIAMOND PLATINUM JEWELRY 
REPRESENTATIVES 


Coast 
KOKE, SLAUDT & CO., INC. 
315 West Fifth St. 
Los Angeles, Calif. 






New York, N. Y. 


Sales Promotion 


AL. HERSHON 
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Fight Against 10 Per Cent Excise Tax 


(From Page 35) 


Revenue Department are entirely inadequate to properly 
check liability and payment of these taxes. Normal busi- 
ness relations are interfered with and handicapped by this 
tax, and in many cases middlemen have been driven out 
of business entirely. We feel sure that Internal Revenue 
officials familiar with the operation of this 10 per cent 
tax will verify this Committee’s statement as to the diff- 
culty of the administration, and we quote from the last 
annual report of the Secretary of the Treasury, who said: 


“A difficult problem in administering the tax 
on jewelry is presented by the necessity of inter- 
preting the law as to who is the manufacturer or 
producer so as to take account of the conflicting 
interests and viewpoints of the various types of 
manufacturers and producers and importers who 
handle jewelry!” 


$3,068,494.24 was collected by this tax during the last 
fiscal year. This is a trifle more than 1/3 of the $9,000,000 
it was expected to yield. This relatively small income to 
our Government, collected from thousands of manufactur- 
ers and merchants at considerable expense to them and to 
the Government, cannot compensate for the burden it 
places upon our industry and the harm it does to the hon- 
est and patriotic citizens in it. 

This industry always has and is willing now to bear 
its share of any tax that is imposed upon every other in- 


dustry. However, competition today is largely between 
industries and we feel that this discriminatory and con- 
fiscatory tax should not take away our opportunity to 
work out our economic existence. 

We have not appeared before you to ask for any 
favors or special consideration. We ask for jus- 
tice, and believe that the conditions described jus- 
tify the hope that your Committee will recommend 
er of Section 605 of the Revenue Act of 


SPECIAL COMMITTEE ON TAXATION OF THE 
JEWELRY INDUSTRY 
82 Fulton Street, New York, N. Y. 





Merchandise Market 
The Enigma Bracelet 


The Enigma Bracelet is one of the latest novelties which 
have appeared on the market. It has all the chic and smart- 
ness you would expect from Prince Matchabelli’s sponsorship. 
In fact, it is a gay new gadget to go with the gay new era. 
The bracelet is heavily gold plated in white, yellow and green 
gold and so constructed that additional lengths can be added. 


Non-Corrosive Bracelets in Real Chromium Color 


After extensive research, Gemex experts have perfected a 
new base metal that is non-corrosive and very sturdy in char- 
acter—and the color is real chromium! Most of the watch 
cases today are chromium colored, but so far no non-corrosive 
bracelet has been offered to match these chromium cases. Now 
Gemex offers a perfect match of chromium in this line of non- 
corrosive bracelets. This means that there is no further rea- 
son for bracelets to become speckled and unsightly. 





RRESISTIBLE? 








For the jewelry store seeking unusual and 
exclusive designs in table and desk acces- 
sories, Bradley & Hubbard offer a wealth 
of artistic articles. 


Desk Sets, Cigarette Boxes and Ash Trays, 
Book Ends, Lamps, Decanter Stands, and 
countless other items. Fashioned in cop- 
per, brass, bronze, steel, chromium and 
other metals by artists and artizans in our 
own shops. Things for which there is a 
steady, year round demand—and a quick 
turn-over for the jeweler. 


Our New Catalog will be ready early in 
the New Year. We would like you to 
have a copy, because it’s full of beautiful, 
mexpensive objects suitable for gifts, 
weddings, engagements and other occa- 
sions. 


















THE BRADLEY HUBBARD MFG, (O.MEBIDEN 


NEW YORK DISPLAY -RGDM - 200 FIFTH AVENUE ~ SUITE 255-263 








MERIDEN 
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"Blind Dealer’ Ads 


a Trade Menace #F 255m: 


The “blind dealer” 


racket, which periodically becomes an aggravating 
nuisance to retail business men until aggressive individuals 
take it upon themselves to see that it is ‘‘cleaned up,” has 
broken out again, with new strength, to harass legiti- 
mate retail jewelers. This racket is a form of misrep- 
resentation in advertising, through which the public is 
exploited by unscrupulous dealers who, with intent to 
deceive, advertise in the classified advertising columns 
of newspapers merchandise which they represent as the 
private property of a financially embarrassed consumer. 
One retail jeweler recently exposed this practice as a 
growing menace to his and the sales of other ethical 
jewelers in his community. He found that in the local 
newspapers numerous ads were appearing weekly, offer- 
ing for sale diamonds and jewelry. These advertisements 
were generally “blind,” giving only the newspaper box 
number as a clue to the identity of the advertiser. This 
jeweler conducted an investigation which showed that 
the practice is going on throughout the country; in some 
cases the advertisements are placed locally, by unethi- 
cal business men of the city; there were a number of 
instances proving that the copy is often sent out from one 
point or headquarters, and run in newspapers of far dis- 


fant cities. One advertisement of this nature was placed 


periodically in the paper of a southern city from Los 
Angeles, Cal. This advertiser offered a diamond ring 
and advised those interested to write to the box num- 
ber, and to suggest a bank where the ring might be sent 
so- that the prospective purchaser would be able to ex- 
amine the stone before buying. 

Employing investigators to answer the ads, the jeweler 
gathered evidence to show the real identity of the adver- 
tisers. He has now in his possession signed correspond- 
ence from the advertisers showing that the merchandise 
offered in the advertisements as property of a private per- 
son who desires to sell at cost or a loss, is in reality 
part of the regular stock of concerns who make a busi- 
ness of distributing in this manner. 

This correspondence, which demonstrated conclusively 
the unethical nature of the practice, the jeweler showed 
to the classified advertising managers of the newspapers 
in his city, with the result that they agreed to refuse all 
advertising of this type. Their decision was based on 
the Code of Ethics and Censorship Rules for Classified 
Advertising, adhered to by members of the Association 
of Classified Advertising Managers, which lists among 
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Right — Here are 
some of the classified 
advertisements. 





BEAUTIFUL antique diamond ring, 
— shape, $100. Large white dip 
3. 


ine carat size diamond 
Want cash, ill sell for 100. 


“ERAUTIFUL bive white one-carat ah: 
mond ring. Will sacrifice for $135, — 


7-STONE dinner ring; 5-stone. , 
solitaire; 3-stone platinum face bar 





——=————=—_—_— $360. 











kinds of advertising regarded by the association as ob- 
jectionable, the following: 


“Advertisements in which dealers make furniture, furs, 
clothing or other merchandise appear to be for sale by 
private parties or owners, when such is not the case, 
whether advertisement may or may not cause the loss of 
money to readers.” 


When advertisements of this kind are presented to the 
papers for insertion, the following form may be suggested 
by retail jewelers to the managers of the newspapers for 
the advertiser to sign: 


“This is to certify that the diamond, diamonds or jewelry 
of any description that I am offering to advertise in the 
issue of (name of paper) with ——call number is/are 
personally owned by me and is/are not the property of 
any jeweler or merchant, nor has any other jeweler or 
merchant any equity in it.” 





Needless to say, the advertising will stop, as none of 
the dealers will be willing to sign this statement. 

Many States and cities have ordinances prohibiting such 
unethical advertising. A law covering the practice was 
passed in New York State, and took effect Sept. 1, 1929. 
The month following, this ad appeared in a morning 
newspaper: 

DIAMOND, 9% carat, platinum, perfect gem, $2,800; 
also bracelet, exquisite, $1,850; opportunity; cash; quick. 

Investigators of the Better Business Bureau of New 
York immediately made inquiry and found that the ad- 
vertiser, a woman, had been engaged in this misrepresen- 
tative practice as a regular business. She admitted hav- 
ing been a dealer for 17 years. This woman was made 
acquainted with the law, and thereupon she signed a 
statement to the effect that she would not again adver- 
tise without clearly stating that she was a dealer in the 
merchandise offered for sale. 

In St. Louis there is in force an ordinance to the same 

(Turn to Page 53) 
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ewelry Auctions 


and 


The Retailers Code 


By 
James L. Hand’ 


HEN Wm. D. McNeil, president, and Edward 

H. Krehbiel, chairman of the Code Committee of 
the American National Retail Jewelers’ Association pre- 
sented the proposed Code of Fair Competition for the 
Retail Jewelry Trade at the hearing held for the retail 
jewelry trade at the United States Chamber of Com- 
merce Building in Washington on Nov. 10 last, they 
represented some 4300 retail jewelers scattered through- 
out the United States. The Code was approved by 
President Roosevelt on Nov. 27 and went into effect 
Dec. 11. 

If this Code does nothing else except eliminate illegiti- 
mate auctions and fake “cut price” sales that have been 
so prevalent in recent years, it will be a blessing to the 
trade. 

Now, let us see what the section pertaining to auc- 
tions says: 


“No retail jeweler shall sell or offer for sale, di- 
rectly or through an agent, at auction, in the retail 
jewelry trade, any jewelry except for the purpose of 
legitimate liquidation, or in case of dire need, in 
either of which cases an application must be made 
to and approved by the local retail Trade Commit- 
tee. In such instances, no special purchases of 
jewelry shall be made for the purpose of this auc- 
tion and all jewelry offered at auction must be stock 
legitimately owned in the natural course of the con- 
duct of said Retail Jewelry Business. It shall be 
further required. that an accurate inventory of 
jewelry to be auctioned be filed with the local retail 
jewelry trade committee at least fifteen days before 
the auction, or as otherwise provided by the local 
or state laws.” 


There is nothing in this section that prevents an honest 
auction, and in my opinion every ethical auctioneer is 
back of it and welcomes this opportunity to cleanse the 
auction business of the practices that have brought it into 
disrepute. 

Here are some of the benefits of this section that every 
jeweler will appreciate: 


1. It prevents the “fly by night” auction that 
usually appears during the holiday season. 
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2. It stops the purchasing of old established 
jewelry stores by speculators who use the good name 
of the business to fill the community with cheap mer- 
chandise brought in for the purpose. 

3. It prevents fraudulent auctions of every type. 

4. It protects the jeweler and his patrons. 

5. It allows an auction if there is a good reason 
for it. 

6. An auction conducted under the Code will 
have the confidence of the buying public. If an 
article is misrepresented during said auction, it -is 
a violation and can be brought to the attention of 
the local committee. 

7. It safeguards the reputation of the jeweler who 
conducts an auction. 


Another unfair trade practice is the manner in which 
so-called “cut price” sales have been conducted by many 
sales specialists. Misleading advertising and goods of 
inferior grade added to the jeweler’s stock are sold as his 
own merchandise, thus deceiving his customers and injur- 
ing his reputation in his community. This is clearly a 
violation of the Code and should be reported immediately 
to the local committee. 

It is a fact that there never would have been a “fake” 
auction or “cut price” sale held in a jewelry store had not 
the jeweler himself connived with the auctioneer or sales 
specialist. The Code will stop that type of conspiracy. 

There have always been auctions and there always will 
be. Under certain conditions they are a necessity to the 
jewelry trade. It is a legitimate business-like way to 
raise cash when in need or to liquidate a stock when re- 
tiring from business or in settlement of an estate. 

Can auctions and special sales be conducted ethically 
and at the same time successfully? Decidedly yes, if the 
Code is strictly enforced and obeyed. 

Right now, the retail jewelers can purge the business 
of “parasitic and deceptive practices’ as General Hugh 
S. Johnson calls them! But this opportunity will be lost 
unless retail jewelers get back of the Code to a man! 

Let’s prove that the retail jewelry trade has a con- 
science so that the efforts of the President of the United 
States for clean business and honest competition will not 
be in vain. 
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~New Tax Exemption Certificates 


Special Committee on Taxation of the Jewelry Industry Meets to 
Discuss Government Regulations—Plans Fight on 
Ten Per Cent Excise Tax 


Staunch support was voted to the 
executive officers of the Special Committee 
on Taxation of the Jewelry Industry at 
the general committee meeting held on 
Dec. 7 in the quarters of the Twenty-four 
Karat Club, 608 Fifth Ave., New York. 
The meeting was called by G. H. Nie- 
meyer, chairman, for the two-fold pur- 
pose of discussing the best plan of attack 
for the elimination of the 10 per cent ex- 
cise tax, and to clarify for the members 
of the committee the new regulations 
issued by the Department of the Treasury 
covering tax exemption certificates. 

The first question presented for discus- 
sion was the policy to be pursued in 
attempting to have the tax removed. Mr. 
Niemeyer reviewed the past work of the 
Special Committee; he reiterated its pol- 
icy of impartial representation of the 
industry as a whole, emphasizing that 
the committee would not lend itself to 
any plan which would work toward the 
apparent discrimination against any par- 
ticular branch of the trade. After what 
was, in effect, a vote of confidence, the 
chair asked for constructive criticisms 
and suggestions. Protracted discussion 
ensued, with the final result that upon 
motion of Mr. Baskin, seconded by Mr. 
Rothschild, it was decided that it was 
the consensus of opinion of the meeting 
that as a means of harmonizing the in- 
dustry, the committee should be instructed 
to work for the elimination of the 10 per 
cent tax, and failing to obtain such action, 
to come back to the industry with any 
plans it has formulated and ask for 
further instructions. This motion carried 
unanimously. 

At this point Mr. Niemeyer remarked 
that should a united front of the industry 
not be possible, the special committee 
would have to dissolve and other commit- 
tees, representing various branches or 
factions in the trade, take up their special 
causes individually. 

The subject of the new regulations on 
tax exemption certificates was then dis- 
cussed, and Mr. Niemeyer offered the 
basis for questions by amplifying slightly 
one of the paragraphs in his printed in- 
terpretation of the recent ruling. That 
paragraph, as amended, reads as follows: 

“A Jobber or Dealer, who bought 
tax free under an exemption certifi- 





cate from an Importer or Manu- 
facturer, must make a sworn state- 
ment to him within two months from 
date of sale, that he has sold the 
article he bought, to the manufac- 
turer or producer [for use by him for 
manufacture into a taxable article] 
and that he has obtained from the 
person to whom he sold the goods, 
and has in his possession, a certified 
statement to this effect.” 


“In other words,” said Mr. Niemeyer, 
“to take a particular example, a dealer 
who has bought a paper of diamonds 
under certificate from an importer, may 
not sell, tax free, those stones to a con- 
sumer, or even to another dealer. The 
vendee must buy for use himself as a 
manufacturer, or else the vendor, in this 
case the jobber or dealer, must pay the 
tax.” 

In connection with this ruling Mr. Nie- 
meyer said that apparently the department 
did not favor promiscuous sales from one 
dealer to another, etc., for the reason 
that the Government, when merchandise 
thus passes from hand to hand, has no 
check on the ultimate disposition of the 
taxable articles. 

The principal and apparently insur- 
mountable difficulty presented by this reg- 
ulation was made strikingly evident by 
Mr. Price of Shiman Bros. & Co., who in- 
dicated that if he, as a manufacturer, sold 
ring mountings to a purchaser doing both 
a wholesale and manufacturing business, 
it would be necessary for him to secure 
from his customer two kinds of certificates, 
one covering those goods which the buyer 
intended to manufacture into finished, i. e. 
taxable articles; the other certificate to 
cover the remaining portion of the mer- 
chandise bought, which the purchaser 
intended to sell in unchanged form to 
another manufacturer for further manu- 
facture. He called attention to the fact 
that at the time of sale this purchaser 
probably could not foretell in any degree 
the future disposition of these ring 
mountings and therefore would be unable 
to fill in the required amounts on the 
respective certificates. 

Members present recognized the serious- 
ness of this phase of the regulations, and 
several manufacturers, in response to 
Mr. Niemeyer’s suggestion, announced 
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that they would prepare briefs for pres. 
entation to the Department of the Treas- 
ury. 





Code Authority Named for Retail 
Jewelry Trade 


Following the signing of the Code of 
Fair Competition for the Retail Jewelry 
Trade by President Roosevelt on Noy, 27 
it became necessary to immediately name 
the Code Authority which will be charged 
with the responsibility of administering 
the code. The sub-committee of the Na- 
tional Retail Jewelers Recovery Commit. 
tee, which had been authorized to carry 
on negotiations with the NRA concerning 
matters arising out of the Recovery Act, 
recommended the folllowing personnel, 
which was approved by General Hugh §. 
Johnson in an administrative order signed 
on Dec. 4, 1933: William D. McNeil of W, 
B. Wilcox Co., Inc., Utica, N. Y.; Arthur 
J. Sundlun of A. Kahn, Inc., Washington, 
D. C.; Charles J. Michaels of Michaels, 
Inc., Hartford, Conn.; William G. Thur- 
ber of Tilden-Thurber Corp., Providence, 
R. I.; and Edward Krehbiel of Black, 
Starr & Frost-Gorham, Inc., New York. 

The newly-created National Code Av- 
thority, officially known as the National 
Retail Jewelry Trade Council, met for the 
first time in New York City on Thursday, 
Dec. 7, 1933, to organize and to formulate 
plans for the administration of the code. 
At this meeting, Mr. McNeil was chosen 
chairman and_ executive officer and 
Charles T. Evans was elected secretary 
and treasurer. Mr. McNeil has moved to 
New York City and the council has 
opened offices in Room 912, Guarantee 
Trust Building, 522 Fifth Avenue. 

The code authorizes the Code Authority 
to assess and collect, in an equitable man- 
ner, from all retail jewelers the funds 
that are required to administer the code 
and the maximum assessment of $3 per 
year per employee is fixed by the code. 
Checks shall be made payable to the 
National Retail Jewelry Trade Council. 





Cracksmen Rob Newark, N. J., 
Jewelry Manufacturer 


Newark, N. J., Dec. 11—Cracksmen 
dynamited a safe in the office of Ludwig 
Zimmer, jewelry manufacturer, at 88 East 
Kinney St., Dec. 9 and obtained gold 
and platinum valued at $2,000. The theft 
was discovered today. 

Detectives learned from two employees 
of another concern that they had seen two 
men, one with a small trunk and the 
other with a suitcase, leave the building. 
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President Roosevelt Signs Code of 
Medium and Low Priced Jewelry Industry 


Wasuincton, D. C.—The NRA Code of Fair Com- 
petition for the Medium and Low Priced Jewelry Manu- 
facturing Industry has been signed by President Roose- 
velt and became effective on Dec. 24. 

The maximum hours permitted under this code are 40 
per week for factory and mechanical workers or artisans, 
with a 20 per cent tolerance in seasonal periods. ‘Tool- 
makers, hub and die cutters may be employed a maximum 
of 48 hours per week; and shipping and packing crews 
may be worked 44 hours per week, with time and one- 
third pay for all hours in excess of 40, after March 1, 
1934. 

The minimum wage is 32% cents per hour, with a pro- 
vision that learners (not to exceed 10 per cent of the total 
number of employees) may be paid 80 per cent of the 
minimum. Aged employees, to the extent of 2 per cent, 
may be employed and paid a minimum of $10 per week. 

Reports from 62 representative firms in the industry 
indicate a 36.8 per cent increase in employment over the 
early 1933 levels, and a corresponding increase of 25 per 
cent in pay-rolls for the same period. 

The code is as follows: 


ARTICLE I 
PURPOSES 


To effectuate the policies of Title I of the National Industria] 
Recovery Act, the following provisions are submitted as a 
Code of Fair Competition for the Medium and Low Priced 
Jewelry Manufacturing Industry, and upon approval by the 
President shall be the standard of fair competition for such 
industry and shall be binding upon every member thereof. 


ARTICLE II 
DEFINITIONS 


1. The term “Jewelry” as used herein, means jewelry com- 
monly or commercially so known and articles of adornment, 
designed to be worn on apparel or carried or worn on or about 
the person. 

2. The term “Medium and Low Priced Jewelry Manufac- 
turing Industry,” as used herein, means the manufacture and 
sale or distribution by the manufacturer, of jewelry made from 
base metals, rolled plated precious metals, solid silver, plastic 


and casein materials and of gold of a fineness less than ten - 


karat (10 kt.), and subject to such limitation and description 
includes 
(a) The manufacture of the following products: 


(1) Insignia jewelry and medals for schools, colleges, 
fraternities and other educational institutions or 
divisions thereof. 

(2) Fraternal and emblematic jewelry. 

(3) Buckles and ornaments for millinery, dresses, bags 
and shoes. 

(4) Watch bracelets and attachments. 

(5) Religious articles of a jewelry nature. 

(6) Collar buttons. 

(7) Men’s jewelry. 

(8) Mesh bags and mesh products. 

(9) Cigarette cases, vanity cases and compacts (except 
those for nationally advertised cosmetic brands). 

(10) Medium and low-priced jewelry of all types not 
specifically mentioned in the foregoing. 
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(b) Manufacturers, wholesale dealers and/or assemblers of: 
(1) Chatons, marcasites, imitation pearls, imitation 
pearl beads, imitation precious and semiprecious 
stones. 
(2) Jewelry, beads, bead necklaces and bead jewelry. 
(c) Processors (commonly known as job shops) serving the 
manufacturers of Medium and Low Priced Jewelry including 
bobbers, buffers, polishers, platers, engine turners, engravers, 
stone-setters, toolmakers, hub and die cutters, lacquerers, enam- 
elers, refiners of scrap and all other employers, the major part 
of whose work is for this Industry. 
3. The Medium and Low Priced Jewelry Manufacturing In- 
dustry includes the following subdivisions: 


(a) Flat stock, sheet, wire and tubing. 
(b) Raw chain. 
(c) Metal findings. 

4. The term “employee” as used herein includes anyone em- 
ployed in the industry in any capacity receiving compensation 
for his services, irrespective of the nature or method of pay- 
ment of such compensation. 

5. The term “employer” as used herein includes anyone by 
whom any such employee is compensated or employed. 

6. The term “factory or mechanical worker or artisan” as 
used herein includes all workers and assemblers engaged in 
the process of manufacture. 

7. The term “shipping and packing crew” as used herein 
includes those employees who perform no productive or me- 
chanical operations of any kind; who wrap, package, card or 
box the products of this industry and apply the same to cus- 
tomers’ orders and ship the same. 

8. The term “wholesale dealer” as used herein means any 
person who manufactures and sells, imports, assembles or con- 
tracts for the manufacture of medium and low priced costume 
jewelry, and such other products of this industry, as come 
within the definition of this Code, and sells such products to 
the wholesale and/or retail dealer. 


ArTICLE III 
HOURS 


1. No employer shall employ any factory or mechanical 
worker or artisan in excess of forty -(40) hours in any one 
week, except in seasonal periods, a twenty per cent (20%) 
tolerance shall be allowed on the basic working schedule. 

(a) Toolmakers, hub and die cutters may be employed a 
maximum of forty-eight (48) hours per week, but they shall 
not exceed five per cent (5%) of the total number of em- 
ployees employed in any one calendar month, and provided 
that any employer may employ at least one toolmaker or hub 
and die cutter on this basis. In the event that the factory of 
any person is operated in more than one shift, no employee of 
this classification shall work more than forty (40) hours in 
any one week. 

(b) Time and one-third shall be paid for all hours worked 
by any employee in excess of forty (40) hours per week. 

2. Employees (other. than factory, mechanical workers or 
artisans) may not be employed in any manner for more than 
forty (40) hours in any one week; provided, however, that in 
the case of shipping and packing crews, a tolerance of ten 
per cent (10%) is permitted, provided further that such ship- 
ping and packing crews shall be paid time and one-third for 
all hours worked in excess of forty (40) in any one week. 

3. In the event of unusual emergencies requiring an exten- 
sion of hours, members of the industry through the Code 
Authority, may request permission from the Administrator for 
an extension of hours beyond those provided for in Sections 1 
and 2 of this Article, with such provisions for overtime as the 
Administrator may prescribe. 

4. Employers, including individuals, partners, officers or 
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stockholders of corporations, or individual manufacturers, when- 
ever engaged in productive work, shall conform to the work- 
ing hours above prescribed. 

5. The above provisions for maximum hours do not apply to 
employees engaged in a managerial, executive or supervisory 
capacity who receive thirty-five dollars ($35.00) per week or 
more, nor to outside salesmen, when not engaged in productive 
labor. 

6. The maximum hours fixed in Section 1 shall not apply to 
any employee on emergency repair work involving break- 
downs or protection of life or property, but in any such special 
case at least one and one-third times the normal! rate of pay 
shall be paid for all hours worked in excess of the maximum 
of forty (40) hours herein provided. 

7. Watchmen shall be employed in pairs and shall work 
thirty-six (36) and forty-eight (48) hours on alternate weeks, 
or not more than forty-two (42) hours per week averaged over 
any period of two weeks. 

8. No employee shall work, or be permitted to work, for a 
total number of hours in excess of the number of hours herein 
prescribed, whether he be employed by one or more employers. 


ArTICLE IV 
WAGES 


1. No employee shall be paid at less than the rate of thirty- 
two and a half cents (32%c.) per hour. 

(a) Learners, who are persons having had no previous ex- 
perience or employment in this industry, shall be paid not less 
than eighty per cent (80%) of the minimum hourly rate of 
32M%c. per hour; such period of learning not to exceed six (6) 
weeks; and the number of learners employed by any one em- 
ployer in any one month shall not exceed ten per cent (10%) 
of the total number of employees of such employer; provided 
that every employer shall be entitled to employ at least one 
learner. 

(b) Where, because of infirmities due to age or other causes, 
it is not possible for an employee working on a piecework basis 
to earn the hourly rates herein provided, the Code Authority 
may, upon petition of an employer, and with the approval of 
the Administrator, permit such employee to continue in em- 
ployment provided, that the wages paid to such employee shall 
be not less than -ten dollars ($10.00) per week; and provided 
further, that they shall be paid the same rate per piece as other 
workers; such employees shall not in any case exceed two per 
cent (2%) of the total number of employees regularly employed. 
This provision shall apply only to those in the employ of the 
member of the industry, so desiring their retention, who were 
so employed prior to the passage of the National Industrial 
Recovery Act. 

2. This Article establishes a minimum rate of pay, regard- 
less of whether an employee is compensated on a time-rate, 
piecework or other basis. 

3. It is the policy of the members of this industry to refrain 
from reducing the compensation for employment which com- 
pensation was prior to June 16, 1933, in excess of the minimum 
wage herein set forth, notwithstanding that the hours of work 
in such employment may be reduced; and all members of this 
industry shall endeavor to increase the pay of all employees 
in excess of the minimum wage, as herein set forth, by an 
equitable adjustment of all pay schedules. 

4. Female employees performing substantially the same work 
as male employees shall receive the same rates of pay. 


ARTICLE V 
GENERAL LABOR PROVISIONS 


1. No person under sixteen (16) years of age shall be em- 
ployed in the industry; nor anyone under eighteen (18) years 
of age at operations or occupations hazardous in nature or 
detrimental to health. The Code Authority shall submit to the 
Administrator a list of such occupations. In any State an em- 
ployer shall be deemed to have complied with this provision if 
he shall have on file a certificate or permit duly issued by the 
authority in such State empowered to issue employment or age 
certificates or permits, showing that the employee is of the 
required age. 

2. Employees shall have the right to organize and bargain 
collectively through representatives of their own choosing, and 
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shall be free from the interference, restraint, or coercion of 
employers of labor or their agents, in the designation of such 
representatives or in self-organization or in other concerted 
activities for the purpose of collective bargaining or other 
mutual aid or protection. 

3. No employee and no one seeking employment shall be re- 
quired as a condition of employment to join any company union 
or to refrain from joining, organizing or assisting a labor 
organization of his own chosing, and 

4. Employers shall comply with the maximum hours of labor 
minimum rates of pay, and other conditions of employment, 
approved or prescribed by the President. 

5. Within each State this Code shall not supersede any laws 
of such State imposing more stringent requirements on employer 
regulating the age of employees, wages, hours of work or gen- 
eral working conditions than under this Code, 

6. Employers shall not reclassify employees or duties of occu. 
pations performed by employees so as to defeat the purpose of 
the Act. 

7. Each employer shall post and keep posted in conspicuoys 
places copies of the wage and hour provisions of the Code. 


ARTICLE VI 
HOME WORK 


1. Employers in this industry shall not directly or indirectly 
permit work of any kind to be done in the home or homes, 


ArTICLE VII 
ADMINISTRATION 


To further effectuate the policies of the Act, a Code Authority 
is hereby established to cooperate with the Administrator in 
the administration of this Code. 

1. Organization and constitution of Code Authority. 

(a) The Code Authority shall consist of the Council of 
Jewelry and Allied Industries and one member of the Precious 
Jewelry Producing Industry. 

(b) In addition to membership, as above provided, there 
may be not more than three (3) members, without vote and 
without compensation from the industry, to be appointed by 
the Administrator, to serve for such time as he may designate. 

(c) Each trade or industrial association directly or indirectly 
participating in the selection or activities of the Code Authority 
shall: submit to the Administrator true copies of its articles 
of association, by-laws, regulations, and any amendments when 
made thereto, together with such other information as to mem- 
bership, organization, and activities as the Administrator may 
deem necessary to effectuate the purposes of the Act. 

(d) In order that the Code Authority shall at all times be 
truly representative of the Industry and in other respects com- 
ply with the provisions of the Act, the Administrator may 
provide such hearings as he may deem proper; and, if he shall 
find that the Code Authority is not truly representative or does 
not in other respects comply with the provisions of the Act, he 
may take such action as may be necessary under the cir- 
cumstances. 

2. The Code Authority shall have the following duties and 
powers to the extent permitted by the-Act, subject to the right 
of the Administrator on review to disapprove any action taken 
by the Code Authority. 

(a) Such agency may from time to time present to the 
Administrator for his approval recommendations, based on 
conditions in the industry as they may develop, which tend to 
effectuate the policy of the National Industrial Recovery Act, 
and it shall be the duty of the Code Authority, when experi- 
ence under the code may require, to make such specific recom- 
mendations with reference to statistical reports; keeping of 
uniform accounts, as to methods and conditions of trading; 
regulations for disposal of distress merchandise; and such fur- 
ther recommendations for dealing with any other inequalities 
that may arise to endanger the stability of the industry and/or 
production or employment, and as may appear necessary oF 
expedient to effectuate the purposes of Title I of the National 
Industrial Recovery Act. 

3. The Code Authority shall cooperate with the Administrator 
in making investigations as to the functioning and observance 
or non-observance of any of the provisions of this Code, at its 
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ance or on complaint by any person affected, and to 


own inst pall 
report the same to the Administrator. 


4, To obtain from members of the industry such information 
and reports as are required for the administration of the Code 
and to provide for submission by members of such information 
and reports as the Administrator may deem necessary for the 


purposes recited in Section 3 (a) of the Act, which information 
and reports shall be submitted by members to such adminis- 
trative and/or government agencies as the Administrator may 
designate; provided that nothing in this Code shall relieve any 
member of the industry of any existing obligations to furnish 
reports to any government agency. No individual reports shall 
be disclosed to any other member of the industry or any other 
party except to such government agencies as may be directed 
by the Administrator. 

5. No inequitable restrictions on admission to membership in 
the Council of Jewelry and Allied Industries, or any other 
trade association or organized group, participating in the ac- 
tivities of the Code Authority, shall be imposed, and any mem- 

ber of the industry shall be eligible for membership in any 
such trade association or organized group upon compliance with 
the provisions of the by-laws relating to membership, provided 
that any person applying for such membership shall, in addi- 
tion to the payment of such dues as are imposed and paid by 
all other members, accept a reasonable and equitable share of 
the cost of code development and administration. Such mem- 
bers of the industry who do not choose to become members of 
any trade association or organized group may participate in 
the activities of the Code Authority, as herein provided, by 
paying to the Code Authority such proportionate part of the 
cost of code development and administration as the Code Au- 
thority, subject to the Administrator's approval, shall prescribe 
as fair and equitable. 


ArtTicie VIII 


FAIR PRACTICE PROVISIONS, CREDIT TERMS AND DISCOUNTS FROM THE 
CODE OF THE MEDIUM AND LOW PRICED JEWELRY MANUFACTURING 
INDUSTRY 


TRADE PRACTICES 


The following practices constitute unfair methods of compe- 
tition for members of the industry and are prohibited: 

(a) To give, permit to be given, or directly offer to give, 
anything of value for the purpose of influencing or rewarding 
the action of any employee, agent or representative of another 
in relation to the business of the employer of such employee, 
the principal of such agent or the represented party, without 
the knowledge of such employer, principal or party. Commer- 
cial bribery provisions shall not be construed to prohibit free 
and general distribution of articles commonly used for adver- 
tising except so far as such articles are actually used for com- 
mercial bribery as hereinbefore defined. 

(b) Securing confidential information, other than informa- 
tion pertaining to a violation of any provisions of this Code, 
concerning the business of a competitor by a false’ or mislead- 
ing statement or representation, by a false impersonation of 
one in authority, by bribery, or by any other unfair method. 

(c) To use or to substitute any material differing in quality, 
design, weight or construction from that specified by the pur- 


chaser or representations made by the manufacturer prior to 


securing the order without the consent of the purchaser to such 
substitutions. 

(d) The defamation of competitors by falsely imputing to 
them dishonorable conduct, inability to perform contracts, ques- 
tionable credit standing, or by other false representations or 
by the false disparagement of the grade or quality of their 
goods. 

(e) Maliciously inducing or attempting to induce the breach 
of an existing oral or written contract between a competitor 
and his customer or source of supply, or interfering with or 
obstructing the performance of any such contractual duties 
or services. 

(f) To aid or abet any person, firm, association or corpora- 
tion in any unfair practice established in this Code. 

. (g) The secret payment or allowance of rebates, refunds, com- 
Missions, credits, or unearned discounts, whether in the form 
of money or otherwise; or the extension, secret or otherwise, to 
certain purchasers of special services or privileges not extended 
to all purchasers of the same class on like terms and conditions. 


THE JEWELERS’ CIRCULAR 
for January, 1934 


(1) For an employer to contribute all or part of the cost of 
customers’ advertising, unless the employer’s name, trade-name 
or trade-mark clearly and distinctly appears in such adver- 
tising, at some conspicuous place. 

(h) To grant quantity prices or quantity discounts for orders 
less in quantity than those for which the said prices or dis- 
counts are specified. 

(1) To delay shipments of orders for which quantity prices 
or quantity discounts are granted beyond the time necessary 
to make delivery except in cases where a single future ship- 
ment of an entire order is agreed upon. 

(i) To withhold from or to insert in any invoice, statements 
which make the invoice a false record, wholly or in part, of the 
transaction reported on the face thereof. 

(j) To make repairs or to refinish any products of the in- 
dustry without a fair charge therefor, unless defective in mate- 
rial or manufacture. 

(k) To stamp, brand, mark or invoice with any word, sym- 
bol, mark or quality mark, any article of merchandise in vio- 
lation of Federal or State Stamping laws (or any commercial 
standards covering such articles issued by the United States 
Department of Commerce), governing the stamping and mark- 
ing of gold, gold filled, rolled gold plate, gold plate, gold 
electro-plate and other gold covered articles, or articles of 
other precious metals. 

(1) To grant trade discounts in any form except as pro- 
vided in this Code. 

(m) To deliver (except to buyers and district offices of chain 
stores with a retail selling limit of $1.00 or less and except 
samples of findings for catalog use, which shall remain the 
property of the producer, and except fraternal emblem pins 
and buttons) sample lines of complete or partially complete. 
articles to distributors, unless charged for at the regular prices 
and on regular terms of sale and discount. 

(n) To imitate or simulate the mark or brand of a member 
of the industry, without permission of the owners. 

(o) To imitate or simulate any original design, without the 
permission of the originator. “Design” is defined as follows: 


A design is a pattern applied to, or a shape or form of 
a manufactured product which is not of itself a work of 
art, and shall include dies, molds, or devices by which such 
a pattern, shape or form, may be produced, original in its 
application to or embodiment in such manufactured product, 
by reason of an artistic or intellectual effort, and which 
produces an artistic or ornamental effect, or decoration, but 
shall not include patterns or shapes or forms which have 

. merely a functional or mechanical purpose. Regulations for 
the administration of the above provisions shall be set up 
in accordance with Article VII of this Code. 


(p) No persons governed by this Code shall either directly 
or indirectly loan, consign, place on memo or otherwise deliver, 
any merchandise into the control or custody of any person for 
the purpose of placing same in any distributor’s stock, without 
transferring title to the same. 

(q) Bills shall not be dated more than five (5) days after 
actual shipment of merchandise. 

(r) A note settlement or trade acceptance even if effected 
on or prior to the discount date shall not be considered as a 
cash payment. 

(s) No merchandise, except samples of findings, shall be 
delivered as samples, except upon condition that same shall be 
returned or charged, within fifteen (15) days following receipt. 
This provision shall not apply to merchandise delivered to 
catalog houses or to buyers and district offices of chain stores, 
having a retail selling limit of $1.00 or less, provided, however, 
that all such merchandise shall be returned or charged within 
sixty (60) days following delivery. 

(t) No article of jewelry or findings, finished or unfinished, 
when filled in accordance with customers’ orders, and sold by 
any person, shall be accepted for credit, exchanged, or in any 
other way returned by a purchaser unless such article is defec- 
tive in material or manufacture, and then within five (5) days 
of receipt of goods, provided this shall not apply to settlements 
made with any insolvent or embarrassed debtor. 

(u) Synthetic, reconstructed, doublet or imitation stones, cul- 
tured and imitation pearls, sold either loose or mounted, shall 
be designated as such on invoices, tags or other descriptive 
medium. 

(v) Nothing in this Code shall limit the effect of any adjudi- 
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cation by the courts or holding by the Federal Trade Com- 
mission on complaint, finding, and order, that any practice or 
method is unfair, providing that such adjudication or holding 
is not inconsistent with any provision of the Act or of this Code, 


ArRTICLE IX 
SALES PROVISIONS 


1. No member of the Industry shall sell, exchange, or offer 
for sale, any product of this Industry at a price below his own 
individual cost as determined by an adequate cost-finding sys- 
tem, capable of uniform application to the Industry and ap- 
proved by the Administrator, provided however, that any 
member of the Industry may meet competition in any specific 
instance by selling his product at a price not less than the 
lowest price of a comparable article on file with the Code Au- 
thority, and provided further, that: 

(a) “Discontinued” merchandise, which is not deliberately 
manufactured or acquired, in such a manner as to frustrate the 
spirit and intent of this section, may be sold at less than cost 
provided, that all such sales shall be reported to the Code 
Authority not later than thirty (30) days thereafter. 


ARTICLE X 
DISCOUNTS 


1. Effective as of January 1, 1934, the maximum cash dis- 
count shall be three per cent (3%) for payment on or before 
the tenth (10th) day of the month following the date of invoice. 


2. The maximum credit period shall not exceed ninety (90) 
days. 

3. A tolerance of thirty (30) days may be allowed to whole- 
salers. 


ArTICLE XI 
PRICE LISTS 


1. Each member of the industry shall, on request of the Code 
Authority, ten (10) days prior to the effective date of his price 
list, file his net current price lists and/or price lists with dis- 
count sheets, as the case may be, with the Code Authority. 

2. Revised price lists, except in case of increases, of each and 
every item, with discounts thereon, shall be filed with the Code 
Authority ten (10) days prior to the effective date. 


ArTICLE XII 
CHANGES AND ADDITIONS 


1. In order to enable the industry to conduct its operations 
subject to the provisions of this Code, to establish their trade 
within the industry, and with those dealing with the industry, 
and otherwise to effectuate the purposes of Title I of the 
National Industrial Recovery Act, supplementary provisions or 
amendments of the Code, or additional Codes, may be sub- 
mitted from time to time for the approval of the President by 
the Code Authority, or by any of the divisional groups, through 
the Code Authority. Such supplementary provisions or amend- 
ments, when approved, shall have the same force and effect 
as the major Code upon the group or groups from which they 
originate. 


ArTIcLe XIII 
MODIFICATION 


1. This Code and all the provisions thereof are expressly 
made subject to the right of the President, in accordance with 
the provisions of subsection (b) of Section 10 of Title I of the 
National Industrial Recovery Act, from time to time to cancel 
or modify any order, approval, license, rule or regulation issued 
under Title I of said Act and specifically, but without limita- 
tion, to the right of the President to cancel or modify his 
approval of this Code or any conditions imposed by him upon 
his approval thereof. 

2. This Code, except as to provisions required by the Act, 
may be modified or amended on the basis of experience or 
changes in circumstances, such modifications or amendments to 
be based upon application to the Administrator and such notice 
and hearing as he shall specify, and to become effective upon 
approval of the President, unless otherwise provided. 
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ArTICLE XIV 
MONOPOLIES, ETC, 


No provision of this Code shall be so applied as to Permit 
monopolies or monopolistic practices, or to eliminate, oppress 
or discriminate against small enterprises. 


ARTICLE XV 
PRICE INCREASES 


Whereas the policy of the Act to increase real purchasing 
power will be made impossible of consummation if prices of 
goods and services increase as rapidly as wages, it is recog. 
nized that price increases should be delayed and that, when 
made, the same should, so far as reasonably possible, be limited 
to actual increases in the seller’s costs. 


ArTICLE XVI 
EFFECTIVE DATE 


This Code, together with the schedules attached hereto and 
made a part hereof shall become effective on the day following 
the date of its approval by the President. 


ArTIcLe XVII 
SUPPLEMENTARY PROVISIONS 


The following divisions (A, B, C, D, E, F, G, H and J, 
inclusive) are supplementary to, and constitute a part of, the 
Code of Fair Competition for the Medium and Low Priced 
Jewelry Manufacturing Industry. Such schedules apply only 
in those particular divisions of the Jewelry-Industry indicated 
by the specific headings, and where such provisions conflict 
with the provisions of the basic code the provisions of the 
schedule, as to the particular division covered thereby shall 
control. 


SCHEDULE “A” 


DIVISION FOR THE MANUFACTURERS AND 
DISTRIBUTORS OF JEWELRY FOR SCHOOLS, COL- 
LEGES, FRATERNITIES AND OTHER 
EDUCATIONAL INSTITUTIONS 

1. CONTRACTS 

(a) In order to meet the increased cost of gold following the 
Executive Order of the President of August 28, 1933, it is recog- 
nized that prices in contracts for the purchase of gold products 
which were made prior to said Executive Order and are in 
full force and effect between members of this Division and 
their customers should be increased to such an extent as is 
necessary to allow for the actual increased cost of gold in such 
products. - 

(b) No member of this Division shall induce or attempt to 
induce the breach of a bona-fide existing contract between a 
competitor and the customer of such competitor during the term 
covered by such contract, or interfere with or obstruct the 
performance of any duty or service provided by the terms 
thereof. 

(c) Where a fraternity controls the manufacture and distri- 
bution of its insignia under contract, it is unfair trade practice 
for unauthorized persons to manufacture, solicit, or accept 
orders for such insignia. 

2. DIscouNTS 

(a) Discounts on all orders sold direct from any manufac- 
turer of this Division to retail stores, where no salesman works 
on such order, shall be uniform as to purchasers of the same 
class, grade, quality, and/or quantity and at such amount of 
of the list price filed with the Code Authority, as may, with 
the approval of the Administrator, be determined by such 
Code Authority. 

(b) Discounts on all orders placed through local dealers by 
salesmen shall be uniform as to purchasers of the same class, 
grade, quality, and/or quantity and at such amount off of the 
list price filed with the Code Authority, as may, with the 4p- 
proval of the Administrator, be determined by such Code 
Authority. 

(c) Cash and trade discounts, other than provided for in 
sections (a) and (b) of this article are hereby prohibited. 

3. DEPOSITS 

(a) Deposits on the purchase price of class emblems and 
fraternity jewelry shall be required with the order as follows: 

(1) On each class emblem order, not less than one dollar 
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($1.00 deposit where the retail selling price exceeds three dol- 
lars ($3.00) but is less than ten dollars ($10.00). 

(2) On each class emblem order, not less than three dollars 
($3.00) deposit where the retail selling price exceeds ten dol- 
lars ($10.00). : , 

Provided, however, that no deposit shall be forfeited except 
for arbitrary cancellation or rejection of the order, or any part 
thereof. : 

(3) Not less than ten per cent (10%), and in no case less 
than one dollar ($1.00) deposit on all regular orders for fra- 
ternity jewelry, and on special orders of fraternity jewelry at 
least fifty per cent (50%) of the purchase price thereof. 


4, SPECIAL CHARGES AND. COMMISSIONS 

(a) On all orders for high school rings and pins, the actual 
cost of the necessary dies shall be charged in accordance with 
a schedule submitted by the Code Authority and approved by 
the Administrator. 

(b) Commissions in any form allowed or paid to any sales- 
man, representing a member of this Division, shall be filed 
with the Code Authority in the same manner as provided for 
the filing of net current price lists and discount sheets, and no 
salesman shall give to a purchaser any deduction from his 
commission as shown by the schedule thereof filed with the 
Code Authority. 

5. SALES PROVISIONS 

No member of this Division shall sell, exchange or offer for 
sale, any product of this Division at a price below his own 
individual cost, as determined by an adequate cost-finding sys- 
tem, capable of uniform application to the Industry, to be 
developed and set up by the Code Authority, subsequent to the 
effective date of this Code, and when approved by the Admin- 
istrator, shall be used by all members of this Division as the 
basis for determining their individual cost. 


6. Price Lists 

(a) Each member of this Division shall, within five (5) 
days after the effective date of this Code, file with the Code 
Authority a schedule of his net current price lists and discount 
sheets, on forms prescribed by the Code Authority and approved 
by the Administrator. 

(b) Revised schedules of price lists and discount sheets may 
be filed from time to time thereafter with the Code Authority 
by any member of this Division, to become effective upon the 
date specified by such member, which date shall be not less 
than ten (10) days after the filing of such revised schedules 
with the Code Authority. 

(c) No member of this Division shall sell, exchange, or offer 
for sale any product of this Division at a price less than set 
forth in the schedule of such member on file with the Code 
Authority. 

(d) Members of this Division shall keep accurate records of 
their individual costs, which records shall, upon request, with 
the approval of the Administrator, be available to the Code 
Authority. 

(e) No member of this Division shall submit a price list in 
which the price of any particular article is less than the indi- 
vidual cost of such member, as determined by the uniform cost 
accounting system provided for in Section 5 (a) of this sched- 
ule, and such submitted price list, representing the price of any 
particular article below the individual cost of the member sub- 


mitting the same, as shown by his certified cost sheets, shall be - 


held in abeyance by the Code Authority, pending submission 
of a revised price list based on the individual cost of each 
article to such member. 


7. TRADE PRACTICES 

In addition to the Trade Practices set forth in the Basic Code, 
the following constitute unfair methods of competition for mem- 
bers of this Division and are prohibited: 

(a) The giving of gratuities of every description, such as 
keys, plaques, cups, and any article of merchandise or any 
thing of value, as well as aJl gratis rings, or pins, bribes, spe- 
cial discounts or rebates. 

(b) To guarantee a cash payment or installment payments 
as an inducement to secure a contract. 


(c) Advertising allowances, which have the effect of a con- - 


cession in price, provided that this provision shall not be so 
mMterpreted as to prohibit legitimate advertising, or the pur- 
chase of a reasonable space in a school or college publication, 
based on approximately three per cent (3%) of the business 
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secured by the member of the Division, as advertising, from 
such school or college. 

(d) Where no standard or special design has been adopted 
by any school or institution, and suggested designs are re- 
quested by such school or institution, that will require a special 
shank die, no member of this Division shall submit a special 
sample of the design without first receiving a bona fide and 
definite signed order. : 

(e) Making repairs or refinishing any products of the in- 
dustry without a fair charge unless defective in material or 
manufacture. 

8. CONSIGNMENT 

(a) Nothing contained in the Basic Code relative to the 
prohibition of delivery of goods on consignment or memo- 
randum shall apply to members of this Division. 


SCHEDULE “B” 


DIVISION FOR MANUFACTURERS OF 
FRATERNAL AND EMBLEMATIC JEWELRY 


TRADE PRACTICES 

In addition to the Trade Practices set forth in the Basic Code, 
the following constitute unfair methods of competition for the 
members of this Division and are prohibited: 

(a) To prepay any shipping charges on merchandise, 

(b) To accept a note or notes in payment which do not bear 
interest at the prevailing contract rate as provided by the law 
of the State in which said note may be executed. 


SCHEDULE “C” 


DIVISION FOR IMPORTERS AND DEALERS OF 
CHATONS, MARCASITES AND IMITATION PRECIOUS 
AND SEMI-PRECIOUS STONES 


1. No marcasites, chatons or imitation precious or semi- 
precious stones of any kind or description, suitable for the 
manufacture of jewelry or ornamentation of other material of 
any kind shall be sold on any terms more advantageous than 
the following: 


(A) Discounts 

(1) A discount not exceeding three per cent (3%) shall be 
allowed for payment within fifteen (15) days from the end 
of the month in which the merchandise is delivered, with a 
tolerance of ten (10) days, and no discount of any amount 
shall be allowed after the expiration of the discount period. 

(2) No discount or rebate or any other direct or indirect 
consideration or gratuity of any sort shall be allowed other than 
the discount stated in subsection (1) of this article. 

(B) Datincs 

(1) No datings shall be allowed, except that merchandise 
sold after the 25th of any month may be dated as of the first 
of the month immediately following. 

(C) MEeMoRANDUM MERCHANDISE 

(1) Merchandise on memorandum shall be submitted for a 
period no longer than five (5) days from the day of delivery 
of such merchandise. Upon the expiration of five (5) days, 
such merchandise shall be returned or invoiced. 

(D) PAYMENT oF ACCOUNTS 

(1) Interest at the rate of six per cent (6%) per annum, 
unless otherwise provided by State law, shall be charged on all 
accounts not paid for within sixty (60) days from the end of 
the month in which delivery of merchandise was made. 

(2) A note settlement, even if effected on or pror to the 
discount date, shall not be considered as payment within the 
meaning of this subdivision, and no account shall be considered 
paid until the proceeds of any note given in settlement, shall 
have actually been collected. 


SCHEDULE “D” 
DIVISION FOR THE MANUFACTURERS OF AMERICAN 
MADE IMITATION PEARLS AND IMITATIONS OF 
PRECIOUS AND SEMI-PRECIOUS STONES AND BEADS, 
ASSEMBLED INTO NECKLACES, CLASPS, BRACELETS, 
EARRINGS, CLIPS, RINGS, BROOCH PINS, HAIRPINS 
AND HATPINS 
1. LABELS 
(a) All jewelry of this class, manufactured in the United 
States under the provisions of this Code shall be entitled to 
bear an NRA label, which shall be attached to such jewelry by 
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the manufacturer, upon application approved by the Admin- 
istrator, to be accompanied by a statement of compliance with 
the provisions of this Code; provided that the privilege of 
using such labels may be suspended by the Administrator in 
respect to any such manufacturer whose operations shall be 
found to be in violation of this Code. The Imitation Pearl and 
Imitation Stone Division may establish appropriate plans for 
the issuance of such labels in accordance with the foregoing 
provisions. 
SCHEDULE “E” 
DIVISION FOR THE MANUFACTURERS OF BUCKLES 
AND ORNAMENTS FOR MILLINERY, DRESS, BAGS AND 
SHOES 


1. All shipments made by any member of this division shall 
be f.o.b. point of shipment, excepting to the five (5) boroughs 
- of Manhattan. 

SCHEDULE “F” 

DIVISION FOR MANUFACTURERS SELLING TO CHAIN 
STORES: WITH A RETAIL SELLING LIMIT OF ONE 
DOLLAR ($1.00) OR LESS 

1. TERMS 

(a) No product of this division shall be sold on terms more 

favorable than net ten (10) days delivered. 


SCHEDULE “G” 
DIVISION FOR MANUFACTURERS OF MACHINE CHAIN 
1. DEFINITIONS 

(a) An “Unfinished Chain Manufacturer” is a person, firm 
or corporation producing soldered and unsoldered chain by the 
use of machines, or automatic tools, operated by skilled me- 
chanics. 

(b) The term “soldered chain’ means chain made of any 
metal, precious or non-precious, in any form, shape or design, 
each link formed or linked, by machine or automatic tools, 
soldered or welded. ; 

(c) The term “unsoldered chain” means chain made of any 
metal, precious or non-precious, in any form, shaped or design, 
formed, shaped, or linked, or hooked by machine or automatic 
tools. 

2. MACHINE Hours 

(a) Chain machinery, including automatic tools to produce 
chain, shall not be operated more than forty (40) hours in any 
one week. Provided, however, that upon application to the 
Code Authority the period of time during which chain ma- 
chines may be operated, for good cause shown, may be ex- 
tended for such period as Code Authority, subject to the ap- 
proval and final decision of the Administrator, may deem 
necessary. 

3. TERMS 

(a) All unfinished chain shall be sold net thirty (30) days, 
f.o.b. factory. 

(b) No discounts of any kind shall be allowed. 

(c) No express or parcel post or insurance charges shall be 
allowed or deducted from invoices. 

(d) No cash allowances shall be made. 

(e) No rebates shall be allowed or gratuities given. 

4. SALES PROVISIONS : 

(a) No distress, so-called job lot unfinished chain shall be 
sold at less than cost, except upon application to the Code Au- 
thority and its approval of such sale. 

(b) No more unfinished chain, whether partially manufac- 
tured or not, shall be given than is charged on invoice. 

(c) No unfinished chain, soldered, welded or unsoldered, 
shall be sold below actual cost of production. 


SCHEDULE “H” 

DIVISION FOR MANUFACTURERS OF FINDINGS 
1. Discounts 

(a) No discounts shall be allowed for cash in excess of two 
per cent (2%) and for a period of payment not later than the 
fifteenth (15th) of the month following date of invoice, or with 
net due terms for a period beyond tie end of the month fol- 
lowing date of invoice. 
2. TRADE PRACTICES 

(a) No member of this Division shall make free delivery of 
merchandise except within the city where the producing manu- 
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facturer is located, or from any branch shipping point of said 
manufacturer. 

(b) No member of this Division shall date any bills in 
advance. 

(c) No member of this Division shall allow anticipation, 

(d) No member of this Division shall furnish, without 
charge, findings samples in excess of twenty-five cents (25c.) 
in value in any one shipment, provided, however, that the 
provisions of this section shall not apply to samples in catalog 
form or for catalog use. 


SCHEDULE “I” 


DIVISION FOR THE MANUFACTURERS OF COLLAR 
BUTTONS 


1. This Division shall include those manufacturers of collar 
buttons whose products are made of gold of a grade less than 
ten karat (10 kt.) fineness, and shall not include manufacturers 
of solid pearl buttons, but shall include only manufacturers who 
sell to the jobbing trade. 

2. In addition to the unfair trade practices of the basic Code, 
the following practices shall constitute unfair competition for 
the members of this Division and are prohibited. 


(a) To manufacture or sell a metal collar button without 
the manufacturer’s trademark plainly stamped thereon, 

(b) To stamp metal collar buttons with other than the 
trademark of the manufacturer producing the same. 

(c) To furnish, without extra charge, any packaging or 
display material other than regular cards. 

(d) To make price allowance for collar buttons sold and 

. shipped in bulk. 

(e) To manufacture or sell any Inlaid Pearl Collar But- 
tons other than 22/back, or other than White Pear] 
Domed. 

(f) To manufacture or sell any Swaged Pearl collar but- 
tons other than 22/back, or other than all-white quality, 


Trade Notes 


A Wittnauer Co. Gets Telegram from Admiral Byrd 


The A. Wittnauer Co., New York, was recently in receipt of 
a telegram from Admiral Byrd in which he comments very 
favorably upon the Longines and Wittnauer timing equipment 
and watches used by the Antarctic expedition. The telegram 
states that after the: remarkable results obtained during the 
last expedition with Longines timing equipment, he again chose 
the same equipment for the second Antarctic expedition and 
he thanks the A. Wittnauer Co. for its cooperation. 





1934 Hadley Catalogue 


The 1934 Hadley catalogue of wrist watch attachments goes 
into the mails about the middle of this month and will reach 
upwards of 20,000 retail and wholesale jewelers. 

It shows, as always, a line well balanced between the brand- 
new, style-leading designs and the patterns that are well 
established in current popularity—the patterns that sell well 
at the moment and bid fair to continue in that manner for 
the bulk if not all of the year. 

With relation to new styles, new treatments of decorative 
detail and new general design, the book is well filled with 
instances to interest the jeweler and, better still, to interest 
and awaken desire in the jeweler’s customer. 

In this 1934 catalogue will be found the whole range of 
watch bracelets. : 





j 


Chas. M. Fuller and Milton A. Fuller, formerly con- 
nected with Greenleaf & Crosby Jewelry Co. in Jack- 
sonville, Fla., have organized the Milton A. Fuller, Inc. — 
and opened a jewelry store at 124 W. Adams St., Jack- 
sonville. Milton A. Fuller is also operating a jewelry 
store in the Whitehall Hotel at West Palm Beach. Chas. 
M. Fuller began to work for Greenleaf & Crosby better 
than half a century ago. The two men are father and 
son, the former being at one time the president of Green- 
leaf & Crosby Company. 
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Code for Watch Case Manufacturing Industry 
Signed by President Roosevelt 


Wasu:incton, D. C.—The Code of Fair Competi- 
tion for the Watch Case Manufacturing Industry was 
signed by President Roosevelt on Dec. 23, and became 
effective on the second Monday after its approval. It is as 


follows: 


CODE OF FAIR COMPETITION 
FOR THE 
WATCH CASE MANUFACTURING INDUSTRY 


ARTICLE [—PURPOSES 


To effectuate the policies of Title I of the National Indus- 
trial Recovery Act, this code is submitted as a Code of Fair 
Competition for the Watch Case Manufacturing Industry, and 
upon approval by the President its provisions shall be the 
standard of fair competition for such industry and shall be 
binding upon every member thereof. 


ARTICLE II—DEFINITIONS 


1. The term “Watch Case Manufacturing Industry” as used 
herein is defined to mean the manufacture and sale by the 
manufacturer, of any case, covering, or housing, of any qual- 
ity or description, for a time-keeping device intended to be 
worn on or about the person. 

2. The term “employee” as used herein shall include all per- 
sons employed in any capacity in the conduct of any branch 
of the watch case manufacturing industry, as defined above, 
receiving compensation for his services, irrespective of the na- 
ture or method of payment of such compensation. 

3. The term “employer” as used herein shall include all those 
who employ labor in the conduct of any branch of the watch 
case manufacturing industry as defined above, and anyone by 
whom such employee is compensated or employed. 

4. The term “member of the industry” includes anyone en- 
gaged in the industry as defined, either as an employer or on 
his own behalf. 

5. The terms “Act” and “Administrator” as used herein 
shall mean respectively Title I of the National Industrial 
Recovery Act and the Administrator for Industrial Recovery 


ARTICLE II[I—Hovurs 


1. No employee shall be permitted to work in excess of forty 
(40) hours in any one week, or eight (8) hours in any twenty- 
four (24) hour period, except that due to seasonal peak de- 
mand periods, with the approval of the Administrator, an ag- 
gregate of ninety-six (96) hours per year in excess of the 
maximum shall be allowed provided, however, that time and 
one-third shall be paid for all hours per week over forty (40). 

2. The maximum hours fixed in the foregoing shall not apply: 
to executives and employees in managerial capacities who now 
receive thirty-five dollars ($35.00) per week or more; nor to 
outside salesmen; nor to emergency repair crews while en- 
gaged in emergency repair work, involving breakdowns or pro- 
tection of life and property; provided, however, that emer- 
gency repair crews shall be paid one and one-half times their 
normal rate of pay for all hours in excess of forty (40) per 
week. 


ARTICLE [V—WAGES 


1. No employee in the Watch Case Manufacturing Industry 
shall be paid at less than the rate of fourteen dollars ($14.00) 
om week of forty (40) hours or thirty-five cents (35c) per 
our. 

2. In the case of employees performing work for which they 
are paid per piece of work performed, the minimum pay which 
each member of the industry shall pay for such work shall 
Not be less than thirty-five cents (35c) per hour of labor. This 
Article establishes a minimum rate of pay, regardless of 
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whether an employee is compensated on time rate, piecework 
performance, or other basis. 

3. It is the policy of the members of this industry to refrain 
from reducing the weekly rate of compensation of employees 
whose said rate of compensation is above the minimum rate 
established in this Article. As far as practicable the rates of 
compensation for various labor operations which receive more 
than the minimum shall be equitably adjusted, due account 
being taken of the number and extent of such downward ad- 
justments as may have been made in any individual case prior 
to May 1, 1933, as well as of the number and extent of such 
upward adjustments as may have been made subsequent to 
that date. Within thirty (30) days each manufacturer shall 
report to the Administrator through the Code Authoriy all re- 
adjusments of wage rates made in accordance with this section. 

4. Female employees performing substantially the same work 
as male employees shall receive the same rates of pay as male 
emplovees. 


ARTICLE V—GENERAL LABOR PROVISIONS 


1. No person under sixteen (16) years of age shall be em- 
ployed in the industry, nor anyone under eighteen (18) years 
of age at operations or occupations which are hazardous in 
nature or detrimental to health. The Code Authority shall sub- 
mit to the Administrator before January 1, 1934, a list of such 
occupations. In any State an employer shall be deemed to have 
complied with this provision if he shall have on file a certifi- 
cate or permit duly issued by the authority in such State em- 
powered to issue employment or age certificates or permits, 
showing that the employee is of the required age. 

2. In compliance with Section 7 (a) of the Act, it is provided: 

(a) Employees shall have the right to organize and bargain 
collectively, through representatives of their own choosing, and 
shall be free from the interference, restraint, or coercion of 
employers of labor, or their agents, in the designation of such 
representatives or in self-organization or in other concerted 
activities for the purpose of collective bargaining or other 
mutual aid or protection. 

(b) No employee and no one seeking employment shall be 
required as a condition of employment to join any company 
union or to refrain from joining, organizing, or assisting a 
labor organization of his own choosing; and 

(c) Employers shall comply with the maximum hours of 
labor, minimum rates of pay, and other conditions of employ- 
ment approved or prescribed by the President. 

3. Within each State this Code shall not supersede any laws 
of such State imposing more stringent requirements on em- 
ployers regulating the age of employees, wages, hours of 
work, or general working conditions than under this Code. 

4. Employers shall not reclassify employees or duties of oc- 
cupations performed by employees so as to defeat the purposes 
of the Act. 

5. Each employer shall post in conspicuous places full copies 
of this Code. 

6. On and after the effective date of this Code all home work 
shall be prohibited. 

7. No employee shall be permitted to work for a_ total num- 
ber of hours in exeess of the number of hours prescribed, 
whether he be employed by one or more employers. 

8..If any employer in the Watch Case Manufacturing In- 
dustry is also an employer of labor in any other industry, the 
provisions of this Code shall apply to and affect only that part 
of the business of such employer which is included in the 
Watch Case Manufacturing Industry. 


ARTICLE VI—ADMINISTRATION 


To further effectuate, the policies of the Act, a Code Au- 
thority is hereby established to cooperate with the Adminis- 
trator in the administration of this Code. 

SECTION 1. Organization and Constitution of Code Authority. 
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—(a) The Code Authority shall consist of five members of the 
Industry, or such other number as may be approved from time 
to time by the Administrator, to be chosen by a fair method 
of selection, approved by the Administrator. The Adminis- 
trator, at his discretion, may appoint not more than three ad- 
ditional members, without vote and without compensation from 
the industry, to represent the Administrator and to serve for 
such time as he may designate. 

(b) The National Watch Case Manufacturers’ Association 
» shall be the agency under the Code Authority for administer- 
ing the provisions of this Code. This Association or any other 
industrial association directly or indirectly participating in the 
selection or activities of the Code Authority shall submit to 
the Administrator true copies of its articles of association, by- 
laws, regulations, and any amendments when made thereto, 
together with such other information as to membership, organ- 
ization, and activities as the Administrator may deem neces- 
sary to effectuate the purposes of the Act. 

(c) In order that the Code Authority shall at all times be 
truly representative of the industry and in other respects com- 
ply with the provisions of the Act, the Administrator may pro- 
vide such hearings as he may deem proper; and thereafter if 
he shall find that the Code Authority is not truly representa- 
tive or does not in other respects comply with the provisions 
of the Act, may require an appropriate modification in the 
method of selection of the Code Authority. 

(d) No inequitable restrictions on admission to membership 
in the National Watch Case Manufacturers’ Association or 
any other trade association or organized group, participating 
in the activities of the Code Authority. shall be imposed, and 
any member of the industry shall be eligible for membership 
in any such trade association or organized group upon com- 
pliance with the provisions of the bylaws relating to member- 
ship, provided that any person applying for such membership 
shall, in addition to the payment of such dues as are imposed 
and paid by all other members, accept a reasonable and 
equitable share of the expenses of administration. Such mem- 
bers of the industry who do not choose to become members of 
any trade association or organized group may participate in 
the activities of the Code Authority as herein provided by 
paying to the Code Authority such proportionate part of the 
expenses of administration as the Code Authority, subject to 
the Administrator's approval, shall prescribe as fair and 
equitable. 

Sec. 2. Powers and Duties—The Code Authority shall have 
the following further powers and duties, the exercise of which 
shall be reported to the Administrator and shall be subject to 
his right, on review, to disapprove any action taken by the 
Code Authority. 

(a) To insure the execution of the provisions of this Code 
and provide for the compliance of the industry with the pro- 
visions of the Act. 

(b) To adopt bylaws and rules and regulations for its pro- 
cedure and for the administration and enforcement of the 
Code. 

(c) To obtain from members of the industry such informa- 
tion and reports as are required for the administration of the 
Code and to provide for submission by members of such in- 
formation and reports as the Administrator may deem neces- 
sary for the purposes recited in Section 3 (a) of the Act, 
which information and reports shall be submitted by members 
to such administrative and/or government agencies as the Ad- 
ministrator may designate; provided that nothing in this 
Code shall relieve any member of the industry of any existing 
obligations to furnish reports to any government agency. No 
individual reports shall be disclosed to any other member of 
the industry or any other party except to such governmental 
agencies as may be directed by the Administrator. 

(d) To regulate the disposal of distress, obsolete and/or 
discontinue merchandise in a way to secure the protection of 
the owners and to promote sound conditions in the Industry. 

Sec. 3. For the purpose of administering the provisions of this 
Code, the Code Authority, by its duly authorized representa- 
tives, not engaged in the Industry, shall have access to any and 
all statistical data that may be furnished in accordance with 
the provisions of this Code, and wherever such representatives 
may discover supporting facts indicating a violation of this 
Code, they shall furnish any and all statistical data pertaining 
to such violation to the Code Authority and the Administrator. 
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ARTICLE VII—TRADE PRACTICES 


The following practices constitute unfair methods of compe. 
tition and are prohibited: 

SEcTION 1. To sell or offer for sale any product of the in. 
dustry below cost, as determined by an adequate cost account. 
ing system to be formulated by the Code Authority and ap. 
proved by the Administrator. However, any member of the 
industry shall be permitted to sell below cost when necessary 
to meet the competitive price of a lower cost producer. 

Sec. 2. To manufacture any merchandise so as to simulate 
obsolete and/or discontinued merchandise, and to sell or offer 
to sell the same in such a manner as to frustrate the spirit of 
this Code. Provided that any actually obsolete and/or discon. 
tinued merchandise may be sold at less than cost; such sales to 
be reported to the Code Authority within five days of the date 
thereof giving the quantity and price, together with any perti- 
nent facts requested by the Code Authority. 

Sec. 3. No member of the industry shall give, permit to be 
given, or directly offer to give, anything of value for the pur- 
pose of influencing or rewarding the action of any employee, 
agent, or representative of another in relation to the business 
of the employer of such employee, the’principal of such agent, 
or the represented party, without the knowledge of such em- 
ployer, principal, or party. Commercial bribery provisions 
shall not be construed to prohibit free and general distribution 
of articles commonly used for advertising except so far as such 
articles are actually used for commercial bribery as hereinabove 


defined. 


Sec. 4. The making, or causing, or knowingly permitting to 
be made or published, any false, substantially inaccurate, or 
deceptive statement, by way of advertisement or otherwise, 
whether concerning the grade, quality, quantity, substance, 
character, nature, origin, size, finish or preparation of any 
product of the industry; or the credit terms, values, policies, or 
services of any member of the industry, or otherwise, tending 
to mislead or deceive customers or prospective customers. 


Src. 5. The imitation of the trade marks, trade names, slo- 
gans, original designs, or brands, or other marks of identifica- 
tion of competitors, having the tendency and capacity to mis- 
lead or deceive purchasers or prospective purchasers. 

SEc. 6. To make and supply exclusive models without in- 
cluding in the invoice as a separate item, the cost of any dies 
and tools especially made for the production. 

Sec. 7. To supply, without charge, crystals, straps, bracelets, 
crowns, bows, pendants or other parts; or to repair without 
charge except for manufacturing defects, worn cases, crystals, 
straps, bracelets, or parts. : 

Sec. 8.'To disseminate, publish, or circulate any false or mis- 
leading information relative to the conditions of employment 
of any member or to any product or price for any product of 
any member of the industry, or the credit standing or ability of 
any member thereof to perform any work, or manufacture 
or produce any product. 

Sec. 9. To make or give any guaranty of protection in any 
form against advance or decline in the market price of any 
product. 

Sec. 10..To grant secret payments or allowances of rebates, 
refunds, commissions, credits, or unearned discounts, whether 
in the form of money or otherwise, or to grant any secret ex- 
tension to certain purchasers of special services or privileges 
not extended to all purchasers on like terms and conditions. 

SEc. 11. To ship goods, except samples, on consignment or 
memorandum. 

Sec. 12. To sell on terms greater than two (2) percent tenth 
(10th) of month following, next sixty (60) days. 


ArtTicLe VIII—STANDARDS 


1. No member of the Industry shall manufacture, sell, or offer 
for sale, any watch case, on the outside surface of which he 
has not indelibly and legibly stamped in some visible place 
his name or duly registered trade mark, accompanied by @ 
quality mark equally indelible and legible, in accordance with 
the following standards and conditions. 

(a) No watch case may be stamped, tagged, or described 
with the word “Quality” or with any other words or form of 

(Turn to Page 53) 
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Associated Watchmakers of America 
Fighting to Rout Racketeers 


sr. Louis, Mo., Dec. 12—Pledging the 


Supreme Council, Associated Watch- 
makers of America, to renewed efforts in 
their fight in routing racketeers, securing 
a code of fair practices from the National 
Recovery Administration and uniting the 
members of the craft into a strong articu- 
late body, Louis C. Golterman, national 
secretary, discussed the work of his 
organization before the St. Louis mem- 
bers of the association at a meeting Mon- 
day, Dec. 11, at the Mayfair Hotel. 

Mr. Golterman, having just returned 
from a meeting in Cincinnati, praised the 
work of the branch councils and their 
fine cooperative spirit and urged similar 
activities in other cities. 

At a meeting of the Supreme Council 
Monday three new vice-presidents were 
selected to serve in an advisory capacity. 
They are Frank Foegler, Cincinnati; J. 
A. Hodgson, Oklahoma City; and Ernst 
Wetteroth, Kansas City. 





National Engravers’ Organization 
Planned 


A movement to establish a nation-wide 
organization of engravers is being fos- 
tered by the Greater New York Engravers 
and Chasers Association. This body has 
a membership of 98 shops in New York 
City. It is composed of two subsidiary 
associations, representing lettering -and 
carving shops, with other subsidiary 
groups of ornamental dial cutting and ap- 
plied monogram shops in process of 
organization. 

An appeal to engravers’ asociations of 
other cities and States is being made by 
the New York group, for the formation 
of a national body. A number of letters 
from such associations have been re- 
ceived by A. H. Lieberman, president of 
the New York association, expressing ap- 
proval and promising support to the 
movement. 

Officers of the New York Association 
are as follows: President, A. H. Lieber- 
man; vice-president, Henry Peterson; 
treasurer, Hillel Sigal; recording secre- 
tary, I. Goldberg; seargant-at-arms. D. 
Van Aukin. All correspondence should be 
addressed to the office of the president, 
at 64 W. Forty-eighth Street, New York, 
eg 


Baltimore Jeweler Leaves $50,000 
for Statue of Martin Luther 


BALTImoRE, Mp., Dec. 16—Arthur Wal- 
lenhorst, for many years one of this city’s 
leading jewelers, who died recently, di- 
rected ii his will that a statue of Martin 
Luther, costing $50,000, be erected in one 
of Baltimore’s parks in memory of the 
great German reformer. Mr. Wallen- 
horst, in his will, also left $50,000 to hos- 
Pitals, orphan asylums and charitable 
institutions. Mr. Wallenhorst unques- 
tionably was Baltimore’s most widely 
known jeweler. His store for nearly 50 
years was the meeting place of captains 
and ship’s officers from ports of the 
world, 

Mr. Wallenhorst was born in Quacken- 
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brueck, Germany. He was 82 when he 
died. He was a friend of Count Zeppelin, 
of Frederichsaven, Germany, and made 
many trips in the original, Zeppelins of 
more than 20 years ago. He made several 
trips around the world and had made 36 
round trips to Europe. 

For more than 50 years Mr. Wallen- 
horst had been identified with Masonic 
lodges of Baltimore. He was a 32d degree 
Mason. Many times he visited his birth- 
place in Germany and on one trip he di- 
rected that $10,000 be spent in reconstruc- 
tion and improvements of the small vil- 
lage church in which his father had 
worshiped more than a century ago. 

















An Expression of Confidence 


The fact that the International Silver Co. 
has resumed the payment of dividends on the 
preferred stock of the company is significant 
at this time as indicating a return of better 
conditions and confidence in the future. 

In commenting upon this action of his com- 
pany, L. R. Gardinor, president, said: 

“The action of our board of directors in 
declaring a dividend on the preferred stock of 
this company at this time should not only be 
gratifying to the stockholders, but should in 
my opinion be accepted as an expression of 
confidence as to the future, not only of this 
particular company and this industry, but 
as to that of the country as a whole. 

“We, of course, were pleased that the 
showing of the company warranted the ac- 
tion taken. We feel that business is now 
faced the right way and we can look forward 
to 1934 with much confidence.” 











Sydney Y. Ball Elected Director of 
Jewelers Board of Trade 


CuicaGco, Dec. 2—-At the regular meet- 
ing of the board of directors of the Jewel- 
ers Board of Trade held a short time 
ago, Sydney Y. Ball of The Ball Co. was 
elected a director to serve for two years. 

At the same meeting, President Edgar 
M. Docherty announced the appointment 
of the following committee to make nomi- 
nations for directors to be elected at the 
annual meeting of the corporation on Jan. 
26, 1934: Ellis W. MacAllister, Irons & 
Russell Co., Providence, R. I., chairman; 
Harvey E. Clap, Harvey Clap & Co., 
Attleboro, Mass.; Sigmund Cohn, New 
York; Walter A. Griffith, R. L. Griffith 
& Son Co., Providence, and Samuel Stone, 
Marathon Co., Aftleboro. 


Ralph G. Ostby 


PRovipENCE, R. I., Dec 15—Ralph. G. 
Ostby, a member of the firm of Ostby & 
Barton Co., died at the Jane Brown Hos- 
pital, this city, early Tuesday morning, 
Dec. 12, after an illness of two weeks’ 
duration. Death was due to pneumonia. 
Funeral services, held on Dec. 13 at the 
Central Congregational Church, were at- 
tended by several hundred friends and 
relatives. Interment was in Swan Point 
Cemetery. 

Mr. Ostby, a native of Providence, was 
born in this city May 20, 1882, a son of 
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Engelhart C: Ostby, one of the original 
partners of Ostby & Barton Co. He at- 
tended the public school of Providence 
and Brown University, Class 1905. 

He had been associated with Ostby & 
Barton Co. since leaving college. For 
several years Mr. Ostby covered the east- 
ern territory for the firm and made many 
friends in the wholesale jewelry trade 
throughout this section. During the past 
ten years he had been in charge of the 
routine correspondence and order depart- 
ment at the factory. 

Mr. Ostby is survived by his widow, 
Mrs. Dorothy (Bucklin) Ostby, one son, 
Edward B. Ostby, three daughters, Doro- 
thy, Barbara and Jessie Ostby, three 
brothers, Harold W., Erling C., and Ray- 
mond E. Ostby, all of Providence, and 
one sister, Miss Helen Ostby, who is at 
present ‘in Europe. 


Lester Tallman 


Lester. Tallman, who was associated 
with the advertising department of THE 
JEWELERS’ CIRCULAR for many years, died 
Dec. 1 at his home, Colonial Farms, 
Spring Valley, N. Y. Death was due to a 
heart ailment from which he had suffered 
for some time. 

Mr. Tallman was widely known in the 
jewelry trade and had many warm per- 
sonal friends among manufacturers, 
wholesalers and retailers in the eastern 
part of the country. For years he covered 
the New England territory for THE 
JEWELERS’ CIRCULAR. About two years 
ago he retired from the staff of this 
journal and until his late illness devoted 
himself to the growing of flowers at his 
farm, which had been the Tallman home 
for several generations. 

Mr. Tallman was born Oct. 23, 1880, in 
New York City. He attended Stevens In- 
stitute in Hoboken, N. J., and Columbia 
University, and spent some time in the 
study of medicine. He served in the 
Spanish-American War and in the Home 
Defense League in the World War. He 
was an expert rifleman and received 
medals for such service. 

Among the organizations tou which he 
belonged was Albion Lodge No. 26 F. & 
A. M. and the Town Hall Club of New 
York City. He was also at one time a 
member of the Jewelers Fraternal Asso- 
ciation. 

He is survived by his widow, Mrs. 
Hertha Tallman. 

Funeral services were held at the home 
in Spring Valley, N. Y., with burial in 
Oakhill Cemetery, Nyack, N. Y. His many 
friends in the jewelry trade and in other 
circles to whom he endeared himself by 


‘his genial and engaging qualities will be 


saddened by his death. 





A new company under the title of 
Jewelcraft has been formed to operate a 
jewelry store at 106 E. Flagler St., Miami, 
Fla. The incorporators of the company 
are: V. W. T. Mahannah, A. M. Mahan- 
nah and Joseph Hirschman, and the com- 
pany will be under the active manage- 
ment of Earle L. Middleton, formerly 
with Middleton, Inc. 








ROBERT BRUCE |" predicing industry Selected 


FLATWARE 


Largely Hand 
Made. Expen- 
sive. Non - Com- 
petitive and Ex- 
clusive. People 
of means see it, 
like it, buy it. 
vv 


COMPLETE 
DINNER 

SERVICES 

The Famous French 
Border 

Old English Ga- 
droon 

Italian Renaissance 

Paul Lamerie 


Early American 
... and others 















vv 
We believe 


it is wise to 
maintain our 
h i g h stand- 
ard, but with 
prices ad- 
justed to the 
times. 


vv 


We are glad to 
prepare designs 
and_ estimates 
for SPECIAL 
ORDER 
WORK. 





Miscellaneous Lines 

Smoking Sets of unusual 
character. 

Loving Cups and Trophies. 

Small Dishes at attractive 
prices. 

Photograph Frames of 
many sizes and styles in 
Silver and Gold 

Cigarette Preference Boxes 
and many other articles 
of novelty. 


Special Orders in Gold 











Grarr. 
Wasnsourne & 


Dunn 


Silversmiths 


TRADE MARK 


142 West 14th St., New York City 











The following seven members of the 
Code Authority for the Code of Fair 
Competition for the Precious Jewelry 
Industry have been selected by the Con- 
gress of Precious Jewelry Producers, Inc.: 
Meyer D. Rothschild, retired, 6 W. 48th 
St., New York City; Walter N. Kahn, L. 
& M. Kahn Co., 608 Fifth Ave., New 
York City; Carl H. Lester, Krementz & 
Company, 49 Chestnut St., Newark, N. J.; 
Jacob Mehrlust, J. Mehrlust, 6 W. 48th 
St., New York City; Frank Milhening, J. 
Milhening, Inc., 27 E. Monroe St., Chi- 
cago; Henry A. Niven, L. G. Balfour Co., 
Attleboro, Mass.; William W. Schwab, 
J. R. Wood & Sons, Inc., 1325 Atlantic 
Ave., Brooklyn, N. Y. The members of 
the Code Authority met at their office at 
608 Fifth Ave., New York City, Dec. 15, 
and organized, electing Meyer D. Roths- 
child chairman and Edward Sumnick, 
executive secretary. 

The Code Authority of the “Precious 
Jewelry Producing Industry” has sole 
jurisdiction in all code matters concerning 
among other articles, jewelry of all kinds 
including “jewelry for schools, colleges, 
fraternities and other educational institu- 
tions and fraternal and emblematic 
jewelry,” provided always that such gold 
articles are ten karat or over. 

This Code Authority has, however, no 
jurisdiction in matters relating to gold 
articles of a fineness of less than ten 
karat. 

Complaints of violations of the code 
may be sent to the executive secretary. 
All such complaints must be in writing, 
must contain definite and detailed ac- 
counts of the violation complained of, 
must be signed by the complainant and 
contain his address. In the event of a 
complaint, the person complained of will 
have an opportunity to be heard. The 
Code Authority will treat all members of 
the industry, large or small, alike, striv- 
ing only to carry out fairly the spirit as 
well as the letter of the code. 

The loyal cooperation of every member 
of the industry is counted upon. 





Albert F. Strasburger 


The funeral of Albert F. Strasburger, a 
charter member of the John Wanamaker 
Board of Trade and for 28 years the 
store buyer of silverware and jewelry, 
who died, Friday, Dec. 8, was from his 
late residence, 929 Albemarle Road, 
Brooklyn. The Rev. Dr. Harold Olafson, 
rector of St. Paul’s Episcopal Church, 
officiated. 

Born in Sonnenberg, Germany, in 1859, 
and graduated in architecture from the 
University of Dresden, Mr. Strasburger 
came to America through his father’s 
connections with the firm of Strasburger 
& Pfeiffer, that later developed into the 
importing firm of George Borgfeldt. He 
entered the retail jewelry business in 
St. Louis with Mermord Jaccard & King 
and joined the John Wanamaker store in 
New York in 1905, becoming internation- 
ally known in the trade during his long 
service. 

Surviving are a widow, Mrs. Kath- 
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arine Forgey Strasburger; a daughter 
Adele, and a son Albert F. Strasburger, 


Jf. 





Standard for Gold Covered Articles 
Approved and Is Effective for 
New Production Jan. 1, 1934 


WasuHincTon, D. C., Dec. 15—I, J. 
Fairchild, chief of the Division of Trade 
Standards of the Bureau of Standards, 
has announced that the recommended 
commercial standard for marking gold 
filled and rolled gold plate articles other 
than watch cases, which was circulated 
for written acceptance following a num- 
ber of conferences between jewelers and 
government officials, has been accepted by 
upwards of 75 per cent of manufacturers, 
distributors and user3 in the industry, 
Therefore the Commercial Standard may 
be considered effective for new produc- 
tion on Jan. 1, 1934, and for clearance of 
existing stocks as of July 1, 1934. 

The full text of the Commercial Stand- 
ard was published in THE JEWELERS’ Cir- 
CULAR in the October 1933 issue. 

A meeting was held on June 16, 1933, 
in New York to act upon a draft pre- 
pared by the New England Manufac- 
turing’ Jewelers’ & Silversmiths’ Associa- 
tion and the Rolled Gold Platers Asso- 
ciation—subsequent meetings were held in 
Providence and New York. As a result 
of a long discussion the proposed stand- 
ard: was modified. A conference was 
held on September 21 at Washington, 
D. C., at which time it was decided to 
send the revised proposed Standard out 
for approval of the industry, with the 
understanding that if 65 per cent ap- 
proved it would become effective as above 
outlined. 





Code Plans Approved by New York 
Watchmakers 


At a mass meeting on Dec. 5 in Turn 
Hall, Lexington Ave. and 85th St., New 
York, approximately 400 watchmakers 
engaged in watch and clock repairing 
gave approval to the plans of the Horo- 
logical Society of New York to promote 
a nationwide movement for code pur- 
poses. It is planned to seek protection 
for all elements that enter into the watch 
repair business and it was explained that 
other groups of watchmakers have been 
invited to affiliate themselves in a league 
of watchmakers’ associations throughout 
the country for the purpose of preparing 
a code that will be broad enough to take 
in all types of watch repairing. 

The watchmakers expressed dissatis- 
faction in the lack of consideration given 
them in the Retail Jewelry Code but ap- 
proved the provision that no retail 
jeweler shall advertise or offer to repair 
watches or clocks at a uniform price ir- 
respective of the cost of such repairs. 

After some discussion, resolutions were 
passed approving of the course outlined 
by the Horological Society of New York 
to form .the National League of Wateh- 
makers’ Associations for code purposes 
and the resolution voiced the opinion of 
the meeting that all watchmakers should 
join in giving support to the movement. 
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NEW YORK: 


Jewelry News of the Metropolitan District 


Mr. Hoffman & Sons, jewelers, have 
opened a new store at East Tremont and 
Washington Avenues, the Bronx. 


The Carl Sternfeld Co., dealers in 
precious stones, has leased quarters in 
607 Fifth Ave. 


The Cherin Co., trade watch repairer, 
has moved from Broadway at 11th St., 
to 104 Fifth Ave. (Room 1201). 


Ben Stolerman, for many years in the 
jewelry business, has opened a shop at 
$21 Lenox Ave., specializing in watch 
and jewelry repairing. 


Barton R. Smith, who started in the 
jewelry business in Jamaica, L. I., more 
than 25 years ago, recently reopened his 
store at 163-18 Jamaica Ave. 


J. Haber, of 65 Nassau St., wishes to 
announce the marriage of his son, Abra- 
ham, to Miss Rose Silver, of New York, 
on Dec. 10, 1933. 


Pickslay & Co., Fifth Ave. jewelers 
for the past 42 years, have leased a store 
at the northwest corner of Park Ave. 
and 5ist St. The firm is now located 
in the Sherry Netherland Hotel. 


Alexander Linet, after being in business 
in Manhattan for 20 years, has given up 
his business at 540 W. 207th Street, and 
has opened a jewelry store at 84-17 
Rockaway Beach Boulevard, Rockaway. 


Mrs. Mary Edith Willson Ernst, sister 
of T. Edgar Willson, editor of THE 
Jewevers’ Circuar, died in her 49th year 
on Wednesday, Dec. 6, after a long illness 
at her home, 162 E. 80th St. 


The Metropolitan Jewelers, Inc., 2414 
W. Madison Street, has been granted a 
charter of incorporation. The incorpora- 
tors are Harold Rotstein, Rita Rotstein, 
and Louis Bayles. 


As reported on Dec. 16, the Jewelry 
Division of the Citizens’ Welfare Com- 
mittee had raised $6,850 toward unem- 
ployment relief of New York’s needy. 
The amounts collected by all committees 
exceeded $4,000,000. 


Kirsch & Mayer, Inc., 64 W. 48th 
Street, announces that Sam _ Breger, 
formerly of Klebenoff & Grossman, will 

their eastern representative for 1934. 
Alfred J. Moss of Chicago will be their 
western representative. 


Thé Greater New York Trade Watch- 
makers’ Association has announced a 
Mass meeting, for the purpose of a dis- 
cussion of ways and means to overcome 
Misrepresentation and other evils, to be 
held Monday, Jan. 15, at Pearls Man- 
sion, 98 Forsythe St., at 8 p. m. 


_A. D. Weinberg, New York representa- 
tive of the Bristol Seamless Ring Co., 
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manufacturer of wedding rings, 71 Nas- 
sau St., was recently married to Miss 
Mollie Sand, who was also an employee 
of the Bristol Ring Co. They recently 
returned from a honeymoon trip to 
Chicago. 


Window smashers looted the display of 
I. G. Robbins, retail jeweler at 235 W. 
42nd St., early the morning of Dec. 14, 
escaping with jewelry, watches and foun- 
tain pens worth about $250. The dam- 
age was not discovered until the man- 
ager, Jack Lowenstein, arrived later in 
the morning to open up. The shop is 
between Seventh and Eighth Avenues. 


The Novado Watch Agency, Inc., 
manufacturers and importers of watches 
and clocks, has leased executive office 
space in La Maison Francaise, at Fifth 
Ave. and 49th St., in Rockefeller Center. 
The concern has occupied offices at 655 
Fifth Ave. for the past four years. It 
will move into the new quarters early 
in January. 


Wright F. Lewis, for many years a 
traveling representative for New York 
jewelry concerns, died suddenly on Dec. 
10 of a heart attack. He was 71 years 
old. He lived at 212 W. Lena Ave., 
Freeport, L. I., with his son, Dr. Wright 
F. Lewis. His widow and another son, 
Charles D. Davis, a White Plains at- 
torney, also survive. 


Henry L. Lambert, vice-president of 
Lambert Bros., Inc., Lexington Avenue 
and Sixtieth Street, was married on Dec. 
27, to Miss Marion F. Lissberger of 270 
Park Avenue. The ceremony was per- 
formed at Pierre’s. Mr. and Mrs. Lam- 
bert are now enjoying their honeymoon 
in Florida and will return to New York 
late in January. 


De Frece Bernstein, Inc., 48 W. Forty- 
eighth Street, has changed its corporate 
name to De Frece Watch Co., Inc. Dur- 
ing 1934, the concern will be represented 
in the East from Washington, D. C., to 
Boston, Mass., and West to Buffalo, 
N. Y., by a new representative, Archie 
Fleming. Mr. Fleming is well known in 
the territory and also in the watch busi- 
ness. 


When Mason Fishman arrived at his 
jewelry store at 217-02 Jamaica Avenue, 
Village, Dec. 19, he discovered burglars 
had cut an eight-inch square out of the 
glass of a show window and had stolen 
precious stones and metals during the 
night. The thieves had worked so skil- 
fully the burglar alarms had not been 
set off, and no fingerprints or other clues 
could be found by the police. 


A special meeting of the New York 
Jewelers Benevolent Association was held 


(Turn to page 44) 
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HAIRSPRINGS 







AMERICAN & SWISS 
HAIRSPRINGS VIBRATED 

6” to 18 s. FLAT mr *3 75 

6” te 18s. BREGUET .$1.25 


SWISS HAIRSPRING SERVICE, Ine. 
116 Nassau Street, New York tity 





CULTURED PEARL 
NECKLACES 


Pearl Watch Bracelets, Clasps & Earrings 
JACK J. FELSENFELD 


15 MAIDEN LANE NEW YORK 








DIALS «nono 
: AND CLOCK 
REFINISHED LIKE NEW 
HIGH GRADE EUROPEAN METHOD 
24 Heur Service 
G “y Write for Price List 


ROYAL DIAL & REFINISHING CO. 
116 Nassau St.. New York, N. Y. 








MATERIAL 


AUTHORIZED DISTRIBUTORS 
WALTHAM — ELGIN — GRUEN 
HAMILTON — ILLINOIS — BULOVA 
MATERIALS 


PROMPT MAIL SERVICE 


CONOVER & QUAYLE, INC. 


10 Maiden Lane 
NEW YORK 








CHINESE GEMS CO. 


JADE 


Turquoise 
Lapis 
Crystals 





Stone Ornaments for Lamp Bases 
20 West 47th St., New York 





Everything in 


SWISS WATCHES 
DE FRECE WATCH CO., Inc. 


48 West 48th St., New York 





KRONER, HYMAN & CO., Inc. 
JOBBING STONES 


COAT OF ARMS AND CRESTS 
ENGRAVING, ENCRUSTING 
LAPIDARY WORK 


80 Nassau St. New York City 














M. J. STERN & BRO. 


61 Beekman St., New York 


stands for SPECIALISTS in Making JEWELRY 
on ORDER, also REPAIRING in ALL its 
BRANCHES. Estab. 1910. 


























| WHERE TO BUY. 


DIALS 


wn | F) RADIUM and PLAIN FIGURES 
#_ OLD Dials Refinished Like New 


& Orders filled same day 


U.S. WATCH DIAL CORP. 
66 Nassau St. New York 












ORIENTA CULTURED PEARLS 
Fully Guaranteed 





Section of Cultured Pearl 


nd for Wlustrated booklet describing process of the 
Surtured Pearl Industry. Necklace Memo on request. 


Leylbvistio 


65 Nassau St. New York 


EXPERT REPAIRS 


SIL LV ERBWAR E 
Greatest Care Given to Heirlooms 
No job too small or too much trouble 


7 E. 38th St. 
CURRIER & ROBY 775.9%... 


Send us your OLD GOLD, SILVER, 

PLATINUM, GOLD - FILLED 

CASES, OPTICAL SCRAP, ETC. 

Prompt and accurate 

returns Guaranteed 

Generations of Service 

N. L. SHTEINSHLEIFER, 
Smelter & Refiner 

78 Bowery, New York City 





























KENNGOTT BROTHERS 
80 Nassau Street, New York, N. Y. 


JEWELRY REPAIRING and 
SPECIAL ORDER WORK 
Real and Imitation Shell Combs— 


Baby Shoes Metalized— 
Genuine VARNISTARS and VARNICROSSES— 
Prompt Mail Service 


The Gift To Her Fiancé 
THE STAR SAPPHIRE RING 























Gems of Fascination 


LOUIS N. MARX 
551 Fifth Ave. New York 


Tel. MUrray Hill 2-8838 





Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 


71-73 Nassau Street, New York 


Orders for Jobbing Stones and Lapidary 
Work Carefully and Promptly Filled 





New York Notes 
(From page 43) 


Dec. 5 in Proctors Lodge Rooms, 148 E. 
58th St., New York, to consider the rais- 
ing of a fund for a member reported 
seriously ill. The proposal of a contribu- 
tion for the American League for Defense 
of Jewish Rights was also discussed at 
this meeting. On Sunday, Jan. 28, an en- 
tertainment and dance will be held by 
the organization at the Hotel Astor. 


The annual meeting of The Jewelers’ 
24 Karat Club was held Thursday, Dec. 
28, at 3 p. m., in the clubroom, 608 Fifth 
Ave., for the election of officers and the 
transaction of the club’s regular business. 
All officers and directors were reelected. 
President J. Mehrlust presided and sub- 
mitted his report. Secretary Knowlton 
D. Read reported 16 new members added 
during the year and five deaths. Lee 
Reichman read his report as treasurer. 


Judge Richard Fallon of the city of 
New Rochelle completely exonerated a 
jeweler of that city recently, throwing 
out of court the charge of an alleged 
larceny. The complaint alleged that the 
defendant had wilfully and unlawfully 
withheld fixtures and merchandise from 
the plaintiff and stockholders of the com- 
pany. Weakness of the plaintiff’s evi- 
dence brought forth severe censorship 
from the judge and the case was dis- 
missed. 


Stephen Varni, of the Stephen Varni 
Co., 15 Maiden Lane, delivered a lecture 
on the evening of Dec. 13 at Lafayette 
College, Easton, Pa. The lecture was 
well attended by professors, members of 
the student body and local jewelers. The 
lecture was delivered in the John Markle 
Mining Society building, at the college 
and the subjects covered’ were: Birth- 
stones, Evolution of Varnistar, Diamond 
Doublet Racket and the Fluorescence of 
Minerals. The lecture was accompanied 
by the exhibition of 44 lantern slides. 


The 17th annual banquet and ball of 
the Bronx Retail Jeweler’s Association 
will be held on Sunday evening, Feb. 11, 
at the Hotel Taft, Seventh Avenue and 
Fiftieth Street. Many prominent guests 
are expected to attend. Officers of the 
arrangements committee are: Chairman, 
J. Menczer, vice-chairman, J. L. 
‘Schwartz; treasurer, I. Hirschhorn, and 
secretary, Murray Max. All requests for 
tickets, advertising space in the program 
and other information should be ad- 
dressed to the chairman of this committee. 


Grover Whalen, chairman of the gen- 
eral New York Retail Code Authority, 
on Dec. 6 mailed questionnaires to 50,000 
retailers of the city, concerns employing 
some 500,000 men and women. The ques- 
tions asked were: “1, Number of hours 
your store is open; 2, Number of full- 
time employes as: of Nov. 1; 3, Number 
of part-time employes as of Nov. 1; 4, 
Type of Business.” Jewelers were 
among those exempted from the necessity 
of answering the questionnaire. The in- 
vestigation has for its purpose the de- 
velopment of basic information with re- 
spect to the retail trade of New York. 
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The Staten Island Jewelers’ Association 
has adopted emblems which have been 
issued to members to be placed in their 
store windows. ‘The emblems bear the 
word “Reliability,” written diagonally 
the name of the association, and the in. 
scription, “As a member of the aboye 
association we are pledged to honest 
values and the highest standards of 
practice. Backed by the integrity of 
Staten Island’s reputable jewelers.” The 
emblems are 12 by 8 inches in size. The 
association includes 12 firms. Benjamin 
Goldwyn, of Goldwyn Jewelers, Port 
Richmond, is president. 


An exhibition of ancient beads and re- 
lated objects was opened Dec. 5 in the 
Wilbour Memorial Hall of the Brooklyn 
Museum, Eastern Parkway, which will 
continue through January. The entire 
history of bead making and at the same 
time the development of the mastery of 
glass technique will be presented in the 
show, and the display of over 100 strands 
of beads will be supplemented by jewels 
and small objects connected with the cus- 
toms of the people who wore the beads, 
The collection is owned by Mrs. John 
Morrin, one of the best known private 
collectors in New York. 


Max Bleicker, 56 years old, of 124 Elm 
Street, Elizabeth, N. J., well-known 
jeweler and active lodge member, died 
at 8 o’clock on the morning of Dec. 6, 
shortly after being taken to the Gen- 
eral Hospital. He had been ill one 
week at home. Mr. Bleicker started 
in the jewelry business 40 years ago, 
in the employ of the late Fred Ter- 
stegen, in the same store which he 
owned at the time of his death, at 117 
Broad Street. Following Mr. Terstegen’s 
death, in 1910, Mr. Bleicker bought the 
business and took his brother, Ernest 
Bleicker, into partnership with him. The 
brothers built up the business and estab- 
lished a wide reputation for reliability 
and the quality of their merchandise. 


The establishment of The School of 
Display, 4 E. 53rd St., an institution 
which offers training in the principles of 
window and store-interior display, was 
announced recently by Mrs. Polly Pettit, 
display manager of Black, Starr & Frost- 
Gorham, Inc. Mrs. Pettit is director of 
the school. Classes will be held twice 
weekly, on Monday and Thursday eve- 
nings, from 7.30 to 9 p. m., and the course 
will start on Monday, Jan. 15. A corre- 
spondence course is available for persons 
located out of town. The course held at 
the school will be given under the per- 
sonal direction of Mrs. Pettit and will 
include 12 lessons, offering thorough 
training in the fundamentals of display 
as well as the application of these prin- 
ciples in actual display problems. Con- 
sultation may be had by appointment at 
the school on Mondays and Thursdays, 
from 7 to 7.30 p. m., or after 9 o'clock. 
All inquiries should be addressed to the 
secretary, Marguerite Andrews, 22 W- 
48th St. 


Under the terms of the will of Isaac 
W. Cokefair, who died Nov. 24, filed re- 
(Turn to page 45) 
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(From page 44) 


cently in the Surrogate’s’ Court, 19 em- 
ployes of the Derby Silver Co., 10 
Maiden Lane, share in the estate. Mr. 
Cokefair left property valued at “more 
than $10,000,” according to the probate 
petition. The largest legacies to em- 
ployes are $2,500 each to J. G. W. Med- 
ley and Herman Langhaus. Small be- 
quests will be received by 17 others who 
were in the employ of the Derby Silver 
Co. for more than ten years, amounting 
to the equivalent of three months’ salary, 
while those of less than ten years of 
service will get the equivalent of two 
months’ wages. Four of the employes 
who owed more than $9,000 on their pur- 
chases of stock of the International Silver 
Co., had their debts cancelled. Mr. 
Cokefair left his widow, Emma Cokefair, 
of 329 W. 82nd St., $6,000, personal ef- 
fects and a $6,000 life annuity from his 
residuary estate. Any excess income from 
the residue is to be paid to a sister and 
two brothers. 


The Greater New York Engravers and 
Chasers Association has prepared and 
submitted to the administration a “Code 
for the Engraving and Chasing Indus- 
try engaged in the Engraving and Chas- 
ing of Precious Metals.” The code fixes 
wages for engravers at not less than 
$1.25, with maximum weekly working 
hours of 35 hours per week. Overtime, 
by permission of the Administrator, is to 
be paid at the rate of time and one 
half, and the overtime allowed under all 
circumstances is not to exceed 150 hours 
during the year. The minimum age of 
employes in the engraving industry is set 
at 18 years. The code provides for a 
Code authority of four members, two to 
be selected by the engravers’ association, 
and two chosen by the International Jewel- 
ry Workers’ Union. The Code Author- 
ity is endowed by the code with the power 
to deputize a committee to study the en- 
graving industry for the purpose of gath- 
ering information, statistical and other- 
wise, which may be found necessary to 
aid the proper observance of the Code 
and to “promote the proper balancing of 
production, distribution and consumption, 
and the stabilization of industry and em- 
ployment.” The Code Authority is au- 
thorized to recommend the setting up of 
a service bureau, for engineering, ac- 
counting, credit, or any other purposes 
that may aid in the conditions of the 
code. This code has been submitted to 


Washington, but as yet has not been © 


signed. For further information, write 
A. H. Lieberman, president of the 
Greater New York Engravers and Chas- 
ers Association, 64 W. 48th St. 





Price of Silver Bars 


U.S. 
Government New 
London Assay Sell- York 
Date O ficial ing Price Official 
Dec. 5 18 9/16 46 43% 
Dec. 12 18% 45% 42% 
Dec. 19 1854 45% 43% 
I a 45% 43% 
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A.N.R.J.A. to Meet in Cincinnati 


_ 


Retail Jewelers Select Week of September 10 
for 1934 Convention 





The Executive Committee of the 
ANRJA announced today that the 1934 
Convention will be held the week of 
Sept. 10 in Cincinnati. The Committee 
had very carefully considered the many 
invitations that were received and finally 
selected Cincinnati, after conferences 
with President Von Unruh of the Ohio 
Association and prominent retailers who 
urged that the 1934 meeting be brought 
to the Queen City, especially since Cin- 
cinnati was the leading “runner-up” for 
the 1933 meeting. 

Due to the great interest in association 
affairs generally since the passage of the 
Recovery Act, and the many reforms now 
possible of fulfillment as a result of the 
aggressive efforts of the ANRJA and its 
Recovery Committee, it is expected that 
the 1934 convention will surpass all 
others. The 1933 meeting in Milwaukee 
is generally regarded as the most suc- 
cessful convention during the past ten 
to fifteen years, but Cincinnati optimist- 
ically promises a “bigger and better” 
gathering in 1934. 

Secretary Evans stated that the Hotel 
had not as yet been selected but that the 
announcement of convention headquarters 
would be made soon after the first of 
the year. The city is well equipped to 
handle any size convention and the hotel 
facilities are unusually splendid, even for 
a city of Cincinnati’s size. 

The Ohio Retail Jewelers Association 
and the Greater Cincinnati Retail Jewel- 
ers Association have promised their usual 
splendid support and from past experi- 
ence it is a foregone conclusion that the 
convention visitor will be well repaid for 
his trip, for Cincinnati’s hospitality is 
proverbial and the friendly spirit of the 
jewelry trade in this locality is familiar 
to every retail jeweler. 

The ANRJA also announced the re- 
moval of its headquarters from Mount 
Vernon, N. Y., to Room 912, 522 Fifth 
Avenue, New York City, where the As- 
sociation will occupy the same offices as 
the National Retail Jewelry Trade Coun- 
cil, the Code Authority for the industry. 


Platinum Market 


Platinum prices, as of Dec. 27, were 
officially quoted as: 


Wlrsd costa awa cue dtccoe carenens $38.00 
Comtaining SOQ Trtdiehe oc cices cccccsswa 39.25 
Containing 10% Iridium.............. 40.50 
DES. << «naga tiadandatseedktneeenan 60. 

ree rer tee 23.00-24.00 


One of the most attractive calendars 
for 1934 that has come to our attention 
is one issued by the Marblette Corp., 37- 
21 Thirtieth Street, Long Island City, 
N. Y. A black background printed in 
gold frames the likeness of a beautiful 
young woman printed in colors. Mar- 
blette is a popular product used exten- 
sively in costume jewelry. 
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By Experienced Swiss Woman—While You Wait 
AMERICAN AND SWISS MATERIAL 
Complicated and Fine Watch Repairs 


ROLAND GLOOR CO. 
10 West 47th St., Room 1206, New York, N. Y. 











WATCH STRAPS 


We are now supplying quality leather watch 
straps at low prices to the largest jobbers, 
distributors and watch manufacturers. 

Order from us pow and profit by our experi- 
ence. Retailers order thru jobbers. 


WESTERMAN MFG. CO. 
136-140 W. 21st St., New York, N. Y. 











SOLE AGENTS IN UNITED STATES 
MATHEyY-TIssoT LEMANIA 
WATCHES CLOCKS 


NORMAN M. MORRIS 
542 FIFTH AVE. NEW YORK 











ROUGH OPALS 


DIRECT FROM AUSTRALIA 
Large Trade Parcels in 50 or [00 
oz. from $1.00 te $10.00 
per oz. 
Also Black Opals and Collectors 
Specimens 
Write for Free Lists 


N.H.SEWARD 457 Bourke st. 
Melbourne, Australia 








Fine 8 Day Swiss Clocks 


Boudoir and desk clocks in metal and combination 
of metal and Onyx. Twin Face Clocks. 

Traveling alarm clocks. > 

Small size (3”) traveling clocks. 


CORNIOLEY & CO., INC. 
Distributors for the U. 8. 
48 W. 48th St. New York 














The Chicago Office 


of 
THE JEWELERS’ CIRCULAR 
and 


THe OpticaL JOURNAL 


has been removed 
from 
367 West Adams St. 


to the 11th floor of the 
HEYWORTH BLDG. 


29 East Madison St. 


corner of 
Madison St. and Wabash Ave. 
Temporarily the *phone number will be 


DEARborn 6601 














ALFRED HUMBERT & SON 
DIAMONDS 
WEDDING RINGS 


Manufacturers of the Best in Wedding 
Rings for Nearly a Century 


117 So. 10th St. Philadelphia 





HYMAN N. CAPLAN 


ESTABLISHED 1916 
MANUFACTURING JEWELER 
SPECIAL ORDER WORK & REPAIRING 
FRATERNAL JEWELS 

OFFICIAL BADGES 


740 Sansom St. Philadelphia 











BOWMAN 
TECHNICAL SCHOOL 


Courses for Success for 
Watchmakers 


Engravers, Jewelers 
Write for free book “Your Future and Our School.” 
JOHN J. BOWMAN, Director, 

Bowman Bidg., Laneaster, Pa. 














BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 








We are Authorized 
Distributors for 


TELECHRON & REVERE 
Electric Clocks 
INGERSOLL WATCHES 
(Mickey Mouse) 
WESTCLOX PRODUCTS 


JOS. B. BECHTEL -& CO., INC. 


729 Sansom St., Philadelphia 


We fill orders for these items in the 
rotation as received 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS 
JEWELERS AND ENGRAVERS 














Simons Bros. Company 


269 So. 9th St. Philadelphia 








THE JEWELERS’ CIRCULAR 
is the ONLY Jewelry publication 
a member of the A.B.C. 


guaranteeing paid circulation 





PHILADELPHIA 


Byard F. Brogan, manufacturer of 
mountings and wedding rings, reports a 
substantial increase in business during 
1933, over the corresponding period of 
last year. Dan Cupid has been working 
overtime in the Brogan establishment, 
805 Sansom St. Al Bowden joined the 
rank of the Benedicts on Dec. 2. He 
married Miss Vera Hillman, of Phila- 
delphia. Miss Mary Ruffee, stenog- 
rapher, of the same concern, was mar- 
ried to A. Olsen recently. 


A man walked into the jewelry store 
of F. C. Bode & Sons at 20 South 18th 
St., late Dec. 9 to buy a watch crystal, 
and five minutes later departed with a 
tray of rings. Harry H. Bode, one of 
the partners, told police that while he 
went to the rear of the store to fit the 
crystal, the man reached over, picked up 
the tray, and quietly walked out, disap- 
pearing in a crowd of shoppers. 


A. W. F. Keefer, well-known watch- 
maker and jeweler, 1502 Cumberland St., 
passed away Dec. 5 after a heart attack. 
Mr. Keefer had been identified with 
the jewelry business for the past 33 years. 
He was born in Philadelphia, July 23, 
1868. Funeral services were held on 
Dec. 9 and interment was in the Chestnut 
Hill Cemetery. He is survived by his 
widow, Julia H. Keefer, who will con- 
tinue the business. 


At 5.30 Tuesday evening, Nov. 28, a 
meeting of the 100 employees of S. Kind 
& Sons, jewelers, at 1110 Chestnut St., 
was held to celebrate the 25th anniver- 
sary of continuous employment of Louis 
J. Remy, head of the diamond department, 
employed Nov. 28, 1908; Herbert C. 
Wendler, head of the sitverware depart- 
ment, employed Dec. 7, 1908, and Warren 
B. Fenner, of the silverware department, 
employed Oct. 5, 1908. Philip Kind, on 
behalf of S. Kind & Sons, presented each 
with a gold watch, suitably inscribed, as 
a souvenir of the 25 years of consecutive 
service with the firm, and their entrance 
into the 25-Year Club of its employees, 
of which there is already a considerable 
membership. Appropriate remarks were 
made by Philip Kind, the three guests of 
honor, and_ several of their fellow 
workers. 


Joseph Bickart 


PITTsBURGH, PA.—Masonic burial serv- 
ices were held Dec. 5 in Allegheny Coun- 
ty Memorial Park for Joseph Bickart, 77, 
a jeweler in Wilkinsburg for 38 years, 
who died Saturday. Funeral services 
were held in the Turner Funeral Home, 
Wilkinsburg. 

Mr. Bickart, a son of the late Solo- 
mon and Yetta Bickart, retired a few 
years ago. He was a member of the 
Masonic Order, Knights of Pythias, Elks, 
Odd Fellow. and other organizations. 

Two sisters, Mrs. Augusta B. Black 
and Miss Emma Bickart, and one broth- 
er, Jacob Bickart of Fredericktown, Pa., 
survive. 
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ALLOYS 
GOLD SOLDERS 
PLATINUM SOLDERS 


Refining of 
Precious Metals 
CLINTON REFINING CO., INC. 


NEWARK, NEW JERSEY 
91-3 E. Kinney Street Market 2-5176 é 



















MOUNTINGS | 
OF RECOGNIZED MERIT 


FuLMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 








Z |RNKILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


PHILADELPHIA 








F.X. ZIRNKILTON #iitavecen 











COMPLETE ASSORTMENT OF 
MOUNTINGS 


IN GOLD AND PLATINUM 
TO FILL YOUR REQUIREMENTS 


Importer of 
DIAMONDS, 
PRECIOUS 

AND 
IMITATION 
STONES 


- te 





735 WALNUT ST., PHILADELPHIA 




















OLD GOLD, SILVER, 
PLATINUM BOUGHT 


FILINGS—SWEEPS— 
GOLD FILLED SCRAP 


Jewelers’ Shipments from all parts of the 
U. S. prove our checks satisfy 


Your lot is accurately valued, reported 
same day as received and held intact 
awalting your OK. 


EMPIRE SMELTING & REFINING CO. 
Metallurgical Chemists 
713 Sansom Street, Phila., Pa. 
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PROVIDENCE: 


Happenings in the New England Territory 


L. & B. Jewelry Mfg. Co. has filed no- 
tice at the Secretary of State’s office of a 
change in its capital stock from $25,000 to 
100 shares of common no par value. 

The annual meeting and election of di- 
rectors of the Manufacturing Jewelers’ 
Board of Trade will be held the latter 
part of January. 

Gustav H. Johnson for the past nine 
years bookkeeper for George F. Berkan- 
der, died suddenly Dec. 1 aged 41 years. 
He is survived by his parents and five 
brothers. 

Henry G. Thresher, of Waite, Thresher 
Co., was one of the recipients of a 50- 
year membership medal at the November 
conclave of Calvary Commandery, No. 
13, Knights Templar. 

Jewelry valued at nearly $100 was 
stolen recently by a window smasher from 
the retail jewelry store of George W. 
Gerlach, 76 Weybosset St. Police found 
the window broken and part of the dis- 
play missing. 

Organizers of the International Jewelry 
Workers’ Union, Local 18, has been con- 
ducting an intensive membership drive 
in the Attleboros and claim that they 
have met with satisfactory results. They 
decline, however, to make any announce- 
ments. 

Drastic reforms of the Superior Court 
receiverships rules, approved by the Su- 
preme Court of the State, became effec- 
tive this month. The new regulations 
prohibit the appointment of temporary re- 
ceivers merely on the petitioner’s appeal. 
Henceforth the applicant must make a 
showing in writing conforming to explicit 
instructions for fact and detail prescribed 
by the court. The new regulations are 
essentially protective. Under them al- 
lowance for fees for the receiver and his 
counsel may be made only on hearing 
after notice of the court, and refusal of a 
receiver to comply with the court’s order 
will justify withholding the compensation. 


Waldo Prescott Rhodes, treasurer of 
the J. A. Foster Co., retailers, at Dor- 
rance and Middle Sts., Providence, died 
Nov. 27 at his home, 260 Morris Ave., in 
his 63rd year, after only a few hours’ 
illness. He was born in Providence, Feb. 
25, 1871, and had been connected with 
the J. A. Foster Co. for about 20 years. 
He was prominently identified with the 
Masonic fraternity. 

John M. Howard, for nearly 40 years 
identified with the manufacturing jewelry 
industry, and for the past 22 years man- 





NON-TARNISHING FLANNEL 


ROLLS and BAGS 


FOR SILVERWARE 


Bridgeport Bag & Jewelry Case Co. 
25 Wells St., Bridgeport, Conn. 
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ager and treasurer of G. Klein & Son, 
Inc., died Nov. 27 at his home, 168 Elm- 
grove Ave., Providence, after an illness 
of three months. He had been under ob- 
servation and treatment at a Boston hos- 
pital for some time but was returned to 
his home two days before his death. He 
was born in Providence on May 18, 1873, 
and after receiving his education from the 
public schools learned the jewelers’ trade 
and was associated with several concerns 
before becoming associated with G. Klein 
& Son, Inc., manufacturers of ecclesiasti- 
cal goods at 137 South St., this city. 

George -E. Moore, 21, of 12 Benefit 
St., and Ralph Lewis, 21, of 25 Rice St., 
this city, both Negroes, were captured by 
Patrolman John J. Hayden a short time 
after a show window in the Kay Jewelry 
Co.’s_ store, 240 Westminster St., was 
smashed Sunday morning, Dec. 3. They 
also admitted the window breaking at the 
Olympia Jewelry Co., New Bedford, 
Mass., and in their confession implicated 
another man alleged to be a “fence”, the 
police stated. Moore and Lewis, charged 
with breaking and entering the Kay 
store, told the police they smashed the 
New Bedford store window and four 
days later, they claimed they sold the 
stolen jewelry, valued at $450 for $70. 

Frank I. Winship, the oldest employee 
of the Tilden-Thurber Corp., whe had 
served continuously with that concern for 
55 years, died on the morning of Nov. 26 
in his 79th year. He commenced first with 
the Henry T. Brown Co., on lower West- 
minster St., then with Tilden-Thurber 
at another location on Westminster St. 
and during the present location of the 
concern since 1895. He was associated 
entirely with the jewelry and diamond 
business during that period. His illness 
was of short duration and was caused 
primarily by a severe cold. His loss will 
be felt not only by his associates in the 
company but by representatives of the 
better known jewelry houses. 

William J. Feeley, president of W. J. 
Feeley, Inc., manufacturers of ecclesias- 
tical wares, 181 Eddy street this city, died 
at his home in Providence Dec. 15 after a 
prolonged illness. He was 78 years old. 
He was born in this city, Jan. 19, 1855, 
and after receiving an education in the 
public schools became associated with the 
business which now bears his name, but 
which was established by his father, Mi- 
chael Feeley, in 1870. After his father’s 
death in 1881, Mr. Feeley assumed man- 
agement of the business and was its head 
until his death. The Feeley Company 
was the first concern in the United States 
to deal exclusively in the manufacture of 
ecclesiastical wares and was known not 
only to dealers in this country but also 
in Canada and South America. During 
his later years, because of ill health, Mr. 
Feeley confined his business to a selected 
list of old customers. 
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WHERE TO BUY 


BENNETT 
FOR 
EARWIRES 
Largest Selection 
in the Trade 


T. S. BENNETT FINDINGS CO., INC. 
161 Dorrance St. Providence, R. I. 








Tongue lyed 





BRACELET PATENTED 


Also Makers of Men’s Buckles and Sets 


Cc. A. MARSH & CW., Ine. 


ATTLEBORO, MASS. 














DINiKS 


STERLING 





WACKENHUTH & SON 


Importer and Cutter 
Precious, Synthetic & Imitation Stones 
DRILLED STONES FOR EMBLEMATIC 
AND FRATERNAL JEWELRY 


Expert Lapidary Work 
355 MULBERRY ST., NEWARK, N. J. 











EUREKA MFG. CO. 
TAUNTON, MASS. 
Vahkers of 
SILVERWARE BAGS AND ROLLS 


approved and used by» 


Leadime Manutacturers and Retailers 


Samples « 





ANCHESTER 
STA 2 ee 
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WHERE TO BUY 


Watcu ATTACHMENTS 
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Seth Ritiebore. —Z 
Watch C888. D)Kerachments 
Ask Your Wholesaler for 
; KESTENMADE 
-WATCH STRAP 
All styles and materials 
KESTENMAN BROS. MFG. CO. 


Providence, R. I. 
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WHERE TO BUY 





IN THE INVENTORY DON'T 
FORGET INSURANCE 


In January you have figures before you 
for your past year's business. There is 
no better time to check over your in- 
surance policies. Does your fire insur- 
ance cover the present value of your 
stock and building? 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


Neenah, Wisconsin 








Be ee gaa gem 


Monogram Works 
7 W. Madison Street 
CHICAGO 











A. C. BECKEN Co. 


Wholesale Jewelers 
P.O. Box 1 
29 E. Madison St., Chicago 














Srcomparable 
Whileh, Case Fgpaning 


OUR wong costs NO eee THAN lifahteg] 


RDINARY WO 
BECKER-HECKMAN CO 


29 E. Madison St. “cuicaeo, iLL. 








The Chicago Office 


of 
THE JEWELERS’ CIRCULAR 
and 


THE OpticaL JOURNAL 


has been removed 


from 


367 West Adams St. 


to the 11th floor of the 
HEYWORTH BLDG. 


29 East Madison St. 


corner of 
Madison St. and Wabash Ave. 
Temporarily the ’phone number will be 


DEARborn 6601 

















CHICAGO 


Jewelry News Flashes from the Great Central West 


Ed. Fry & Co., wholesale jewelers, have 
recently moved from the Pure Oil Build- 
ing to Room 1309 of the Columbus Build- 
ing, 31 N. State St. 


Fred Perry, of Providence, who resided 
in Chicago for many years representing 
the Ford-Perry Co., spent several days 
here in December visiting his many 
friends and former associates. 


Thomas F. Dougherty, for many years 
associated with the jewelry department of 
Marshall Field & Co., but more recently 
with the Davis Co., died on Dec. 5 after 
a short illlness. He is survived by his 
widow, Annie, and three sons, Lyman, 
Norman and Vincent. Funeral was from 
his residence, 3913 N. Tripp Ave., inter- 
ment at Mount Carmel. 


The Chicago office of THE JEWEL- 
ERS’ CIRCULAR has been moved 
from 367 W. Adams St., to the elev- 
enth floor of the Heyworth Building, 
29 E. Madison St., corner of Madison 
St. and Wabash Ave. The temporary 
telephone number is Dearborn 6601. 


Two bandits with guns invaded the 
store of Lexington Jewelers & Opticians 
at 719 S. Crawford Ave. on the afternoon 
of Dec. 13, while the proprietor was down 
town on business and held up the em- 
ployees and escaped with about $1500 
worth of jewelry hurriedly gathered from 
the show cases. A. M. Gresenson, pro- 
prietor, did not learn of the hold-up until 
he returned to the store. 


Harald Oien, aged 58, watchmaker, 
who came to this country many years ago, 
died on Dec. 2 of heart failure after an 
attack of influenza. The funeral was con- 
ducted at the Lutheran Church in Edison 
Park where he resided. Mr. Oien was 
employed for many years by C. D. 
Paecock Co. and at the time of his death 
was associated with the Charles H. Bern 
store at 5116 Wentworth Ave. 


Mrs. Eleanor Filholm, wife of Edward 
Filholm, died at their home, 1285 Elmdale 
Ave., on Dec. 14 after an illness of sev- 
eral months. Beside Mr. Filholm, de- 
ceased is survived by four. brothers and 
three sisters. Mr. Filholm, who has been 
associated with Benj. Allen & Co. for 
many years in an executive capacity, has 
a host of friends in the trade who extend 
sympathy in his bereavement. 


M. A. Mead, wholesalers of American 
watches, have announced that they will 
be represented on the Pacific Coast after 
Jan. 1 by Julius Armbruster, whose home 
is 800 S. Beverly Gleen Blvd., Los An- 
geles. Mr. Armbruster is well known to 


the entire trade of the country, having 
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been prominently associated with the 
Illinois Watch Co. for many years prior 
to retiring about two years ago. 


Miss Gwendolyn Juergens, daughter of 
H. Paul Juergens, of Juergens & Ander- 
sen Co., was married last month to John 
R. Hurley. The ceremony was held in the 
private chapel of Holy Name Cathedral 
before only immediate relatives, without 
attendants, because of the recent death of 
the bridegroom’s father, Edward N. 
Hurley. They left immediately after the 
ceremony for a West Indies and South 
American cruise. 


Christmas displays lured window 
smashers during last month and several 
losses were reported though none of them 
large. A brick through the window of 
Joseph L. Robb’s store at 3367 N. Clark 
St. resulted in a loss of about $50, and the 
same method resulted in a loss of several 
rings, valued at less than $100, by the 
Royal Jewelers at 1317 Milwaukee Ave. 
Almer Coe & Co. also suffered a small 
loss by the brick route at their store at 78 
E. Jackson Boulevard. 


President Louis G. Buss recently gave 
formal notice to the members of the Chi- 
cago Jewelers’ Association that the 58th 
annual banquet of the organization would 
be held on the evening of Jan. 24 at the 
Palmer House. The social relations com- 
mittee, under the chairmanship of Harry 
Radix, is already working out the details 
and further announcements will be made 
shortly. While the charge is less than in 
former years, the occasion will provide a 
most enjoyable evening for members, their 
employees and friends. 


Fred Whittiger, 58, of 4819 N. Cali- 
fornia Avenue, president of the Western 
Jewelry Case Co., of 29 N. Wells Street, 
died at his home Dec. 13, after a short 
illness. Mr. Whittiger had been in the 
jewelry case business at the same location 
for 34 years. He was active in the Gar- 
den City Lodge, No. 141, A. F. & A. M., 
and in the Wholesale Jewelers’ Associa- 
tion. He is survived by his widow, Mary, 
and three sons, Warren, Wallace and 
Russell. Funeral services were held in 
the Drake chapel Dec. 15 with burial in 
Rosehill Cemetery. 


The Diamond Exhibit Corporation, 
sponsored by the Chicago Jewelers’ Ass0- 
ciation and supported by jewelers through- 
out the country and large diamond inter- 
ests of London and Africa, has renewed 
its lease with the Century of Progress Ex- 
hibition and will exhibit during the sum- 
mer of 1934, restaging the replica of the 
diamond mine in the General Exhibits 
Building. Arrangements have already 
been made to spend several thousand dol- 
lars in enlarging and improving the 
exhibit. Marion Mercer, director of the 
exhibit, is now in Europe and announced 

(Turn to page 49) 
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before leaving that while there he will 
negotiate to bring many of the world’s 
most noted diamonds to be installed in 
the exhibit next year. Mr. Mercer refused 
to name any of those he had in mind 
saying that premature announcement 
might jeopardize the negotiations. 
Arboyast & Holdorf, 55 E. Washing- 
ton Street, have incorporated the busi- 


ness. 

T. Sernesi, Highwood, IIl., has been 
succeeded by the Highwood Jewelry Shop. 
Anthony Mordini is the proprietor. 

The corporation of Altbach & Sons 
(Inc.), 123 W. Madison Street, has been 
dissolved. Leon Altbach is continuing 
as Altbach & Sons. 

Chicago wholesale jewelers report a 
‘better Christmas business than was ex- 
pected and there has been an atmosphere 
of optimism in the wholesale establish- 
ments during the Christmas period. 





C. P. Dungan 


Cuicaco, Dec. 11—C. P. Dungan, man- 
ager of the Chicago warerooms of the 
International Silver Co., died Dec. 9 at 
his home, 329 South Oak Park Ave., in 
Oak Park, of pneumonia at the age of 78. 
The funeral was held on Tuesday morn- 
ing at St. Edmund’s Roman Catholic 
Church in Oak Park and was one of the 
largest in recent years at that church. 

Mr. Dungan was born in Dublin, Ire- 
land, Oct. 9, 1855, and came to the United 


Where to Buy 


DOMESTIC 
China and Glass 








LENOX CHINA 


% SERVICE PLATES 
DINNERWARE 
NOVELTIES 
LENA Made in America 
LENOX, INC. Trenton, N. J. 








“GOLDEN” 


by Sebring 
The very best for 
Special Sales 
WRITE FOR PRICES 
SEBRING POTTERY CO. 
Sebring, Ohio 
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Where to Buy 
IMPORTED 
. China and Glass 














THEODORE HAVILAND 


FINE FRENCH CHINA 
BOOTHS, LTD. 
JOHN MADDOCK & SONS 
English Earthenware 
PAN EIA Toee ota. 
nm New Yor oc 
THEODORE HAVILAND & CO., Inc. 
26 W. 23rd St. New York 
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States when he was about 16 years old. 
He was in Chicago during the great fire 
of 1871 and on April 1, 1881, entered the 
employ of A. L. Sercomb, who was then 
in charge of the Chicago office and ware- 
rooms of the Meriden Britannia Co. Since 
that time he has been continuously con- 
nected with the Meriden Britannia Co. 
and its successor, the International Silver 
Co. 

Shortly after his connection in 1881, 
Mr. Dungan started out calling upon the 
trade in the states of Michigan, Illinois, 
Wisconsin and Iowa, and, in 1893, added 
territory was given him in the west. Mr. 
Dungan took an active part in all of the 
activities of the Chicago branch. Mr. A. 
L. Sercomb remainéd the manager until 
his death on May 12, 1893. Mr. George 
Meehan, also born in Dublin, Ireland, 
who came with the company in 1896, 
made an important place for himself 
early, advancing to office manager and be- 
coming general manager of the store after 
Mr. Sercomb’s death. At that time Mr. 
Dungan was made assistant manager and 
upon the death of Mr. Meehan in 1924, 
he became manager. 

Probably no one in the trade was better 
known or had a larger number of friends 
—his friendly attitude and his long asso- 
ciations of over 50 years could not have 
made it otherwise. 

He was a former president of the Chi- 
cago Jewelers Association and was one of 
the organizers of what in Chicago is 
termed the “World’s Largest Village’— 
Oak Park. Mr. Dungan served on the 
village board for six years. He was active 
in civic and religious affairs. 

He is survived by his widow, Alice, 
five daughters and three sons. 


Chicago Gift Show to Feature Unusual 
Selection of New Merchandise 


Cuicaco, Dec. 26—The eyes of the gift- 
ware world will be upon Chicago the 
week of Feb. 5 to 10, when a gigantic 
assemblage of new artwares, gifts and 
novelties will be on display at The Mer- 
chandise Mart. Judging by their activi- 
ties of the past few months, exhibitors in 
the Chicago Gift Show are anticipating 
one of the most prosperous buying periods 
they have experienced. 

Expressions from the heads of impor- 
tant firms on The Mart’s 15th floor co- 
incide in their statement that sales are 
substantially ahead of previous seasons. 
There is no question of the need for re- 
stocking of giftware departments, for 
sales have been so heavy, it is reported, 
that buyers from leading stores have 
been in The Mart selecting merchandise 
for holiday selling right up to two weeks 
before Christmas. 

The Chicago Gift Show, under the 
auspices of the Gifts, Artwares & Novel- 
ties Association, confidently expects to 
repeat its success of last August. At 
that time a record number of buyers from 
the country’s largest stores and from 
hundreds of cities and towns in every 
state of the Union as well as several for- 
eign countries, contributed to a new high 
volume of sales made by Merchandise 
Mart exhibitors. 
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Where to Buy 
IMPORTED 
China and Glass 











FINE CRYSTAL, CHINA 
and ART WARES 
from the best European sources 
A wonderful variety, in stock 


KOSCHERAK BROS., INC. 
129-131 Fifth Ave., New York 











ROYAL BEYREUTH CHINA 
MYOTT SON & CO. 
L. BERNARDAUD & CO. 


Orders filled immediately jro».. 
New York stock 


JUSTIN THARAUD, INC. 
129-131 Fifth Ave., New York, N. Y. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
160 Fifth Avenue, New York City 

















DRESDNER ART DECORATIONS 


DINNER WARE 





SCHUMANN CHINA CORP. 


14 West 23rd Street New York, N. Y. 


FINEST WATERFORD CUT 
AND ROCK CRYSTAL 
FROM SWEDEN AND FINLAND 
Highest Quality. Pre-war Prices 


J. H. VENON, INC. 
104 Fifth Avenue, New York 








ROYAL DOULTON 
English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 


IRISH BELLEEK 
The original production 


WH. 8. PITCAIRN CORPORATION 
104 Fifth Ave. New York, N. Y. 


Aneteaea 


Famous the World Over 
Available from New York Stocks 


ROSENTHAL CHINA CORP,, 149 Sth Ave., New York 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


In stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAULA. STRAUB & CO., Importers 
105-107 Fifth Ave. New York 

































3 = Platinum 


MONEY 


Many Successful 


Jewelers 

have turned their old yellow 
gold mountings, heavy watch 
‘cases, band rings, etc., items 
that do not sell readily. 


THEY GET CASH 


by shipping it to a respon- 
sible refiner. 


NOW IS THE 
TIME TO SELL 


Prices are up, people are 
gold conscious and wiil 
bring in old trinkets to ex- 
change for new. 








USE OUR SIGN 
THAT GOES right on 


to your window. We send 
it gratis, on request. 











THOMAS J. 


DEEs. CO 


PRECIOUS METALS 


55 E. WASHINGTON STREET 
CHICAGO:::ILLINOIS 
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The international trade mark of the Leipzig Trade Fairs 


The market place 
of 72 Nations 


@ Every Spring and every Fall, the Leipzig Trade Fairs play 
host to some 7,000 exhibitors from 22 countries . . . and to 
130,000 buyers and business men from 72 countries, 


Your line of business is represented at these Fairs, In the 
General Merchandise Fair (March 4-10), 5,200 firms show 
every possible item for the department store and specialty 
store. 675 firms exhibit their latest offerings in jewelry, 
clocks, arts and crafts, photographic and optical goods, and 
gift wares of all kinds. In one week’s time, you cover the 
latest offerings of the whole civilized world. 


We invite you to write for Booklet No. 55 which tells the 
story of the Fairs in detail. Let our New York office—or an 
Honorary Representative in your vicinity—advise you of cer. 
tain important trade discounts, travel economies and courte. 
sies, available to Fair visitors. Leipzig Trade Fair, Inc, 
10 East 40th Street, New York City. 


LEIPZIG TRADE FAIRS 













YW Our Returns 


For the Value of Quantity Shipments 


of Precious Metal Scrap are Made 





on the Basis of 


ASSAY* 
The Only Method for Exact 


Determination of These Values 


Promptness Consistent With Accuracy 


T. B. HAGSTOZ & SON 


709 SANSOM STREET PHILADELPHIA, PA. 
Thirty-five Years of Refining Service 


*The chemical analysis or testing of an 


alloy or ore, to ascertain the ingredients 
and their proportions. 
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HOROLOGICAL 
QUESTIONNAIRE 


By 
LESTER B. PRATT 











(Continued from the December issue) 


OW shall we proceed to make the taper reamer 
which is to be used in forming the taper hole in the 
end of the spindle? 


Answer.—Now that we have a hole drilled in the 
taper end of the spindle, it is obvious that this hole must 
be tapered accurately to take our tapers. We may 
readily make a suitable taper reamer with our wheel 
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Fig. 1 


and pinion-cutting attachment. All we need do is to 
select a piece of steel rod slightly larger than our tap- 


ers. This rod may be gripped in a wire chuck, allow-: 


ing the end to protrude enough to clear our milling 
cutter. Then we may set the slide-rest to the same tap- 
er as our regular tapers. This point may be accur- 
ately determined by using our tailstock spindle as a 
gage to obtain the correct taper. 

We will make the reamer blank with the tapered 
part long enough to reach to the bottom of the hole 
in our spindle, which is three-quarters of an inch. Our 
next step will be to mill the teeth in the blank. For 
this purpose we will use the 30° cutter and we will 
cut eight teeth in the blank. The tooth spaces should 
be milled deep enough so that there will be a face 
of about .010. The tooth spaces should also be milled 
so that the cutting faces are radial with the center. 

To harden our reamer, we may heat it to a full, 
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cherry red and plunge it lengthwise into cotton-seed 
oil. It will mot be necessary to temper it. 

The outer face of the reamer should be ground true 
if we wish to produce a perfect reamer. We may do 
this grinding very accurately by using a small grinding 
wheel in our cutter arbor and using in the same man- 
ner as in milling the tooth spaces. The grinding 
wheel should be the same diameter as our milling 
cutter and should have a flat face. We must keep 
oil on the wheel while grinding to avoid drawing the 
temper of our reamer. We may place the reamer in 
the chuck in such position that the finished edge of 
the tooth will have about 2° clearance angle. If this 
grinding is done with the sliderest. in the same _posi- 
tion as when we turned the original form of the tap- 
er will be retained. 

To use this taper reamer for our purpose, we shall 
place the tailstock on the lathe bed and rest one end 
of the spindle in a taper with the other end over the 
taper reamer. Then we may grip the spindle with a 
pair of pliers and proceed to feed the spindle at a low 
speed and keep the work well supplied with oil. We 
may readily determine the proper depth of ream by 
watching the cross hole in the spindle. We must not 
attempt to force the work, as a slow speed and feed 
will produce the most accurate hole. 

Assuming that the taper hole has been properly 
reamed, our next step will be to tap the opposite end 
of the spindle to take the screw, first reaming the end 
with a 60° reamer to fit the tailstock taper. Of course 
the thread could be tapped in the truest manner by 
holding the tap in the lathe and supporting the op- 
posite end of the spindle on the tailstock, but we can 
hardly apply force enough in our small lathe. We can, 
however, start the tap in this manner, then transfer 
the work to a bench vise and finish the tapping 
with a suitable tap wrench applied to the tap. We 
should keep plenty of oil on the work and run the 
tap back and forth carefully until a clean, sharp thread 
is tapped clear to the bottom of the hole. If the ordi- 
nary tap does not go in far enough, we may use a 
stub tap to cut the final threads. 

We may now proceed to turn the spindle to the 





LEES & SANDERS. 


TRY US OUT 
FOR YOURSELF > 


SWEEP SMELTERS. 
BIRMINGHAM, ENc. 































CAN YOU CONTINUE 


TO USE THE TERM “PERFECT”? 


Trade practice rule, Article VIII (g), of the 
new Retail Jewelry Code indicates that to 
avoid its violation the retail diamond mer- 
chant must have a “trained” eye and use a 
loupe of 7 magnifications or better. 


DO YOU MEET REQUIREMENTS? 


The January Issue of THE 
INSTITUTE’S CONFIDENTIAL SERVICE 
contains an explanation about loupes, 
“trained” eyes, and ruling “9.” 


This is but one of six features in the service, 
any one of which is worth 


25c in stamps for an introductory copy. 


GEMOLOGICAL INSTITUTE OF AMERICA 


For Your Protection 


3511 W. 6th ST. 
Los Angeles, Calif. 








After February lst— 














This Sign Costs More 





For Your 
Customer’s Protection 








UNTIL THEN—when the total cost of the CER- 
TIFLED GEMOLOGIST course again advances 
—terms may be had for the first time to meet 
your convenience. During the first year as 
low as $2.75 per month. 


Write today — monthly enrollments limited 


to 20. 


Nothing could be more absolutely necessary 
than this scientific and sales course on diamonds 
and other gems. It lifts you above jewelry 
store competition to the status of a professional 
man, increases your knowledge, ability and 
happiness and adds a vital interest to your daily 
task. 


Gemological Institute of America 


For Your Protection 


Los Angeles, Calif. 
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proper dimensions. In turning a spindle of this type, 
it is the usual practice to mount it between centers and 
yse a dog for driving the spindle. This means turning 
one end of the spindle, then reversing and finishing the 
opposite end. However, if we do all of the turning 
without having to reverse the spindle, we are elimi- 
nating possible errors. We may do this by turning a 
taper to fit in the taper hole of the spindle. We may 
select a piece of rod of suitable size and grip it securely 
in the wire chuck, then turn a taper to fit accurately 
in the taper hole of the spindle. It should be turned 
so that the spindle will fit close up to the chuck, 
a slight tap or two with a hammer will drive the spindle 
tight onto the taper. ‘Then the tailstock may be placed 
against the opposite end and the spindle will be held in 
perfect alignment. The friction of the taper will usually 
hold sufficiently for the turning operations, but if it 
does happen to slip, we may drill through the cross 
hole of the spindle and fit a small pin in the taper, 
which will hold it securely. The pin and spindle may 
be turned down as one piece and the pin driven out 
after the work is finished. 

The feed of most sliderests is ample to turn the en- 
tire length of this spindle, but in case it falls short of 
this, the turning tool may be shifted as required. Our 
first step will be to set the slide straight with the top 
face of the turning tool exactly “on the line of centers’. 
Then we take a light cut clear across the spindle until 
it is turned clean for the full length. As the diameter 
must be the same clear through, we may measure with 
the micrometer caliper to determine this point, shift- 
ing the slides as required. It should be understood that 
the calipering must be done before the spindle is turned 
down to the required size. The principal object in 
calipering at this time is to be sure that the spindle 
is the same diameter throughout. When we are sure 
of this point, then we may proceed to turn the spindle 
clear across, from end to end, and make the finished 
diameter of the turned spindle .260. This will allow 
us .010 for hardening, grinding and lapping to fit the 
bearings. 

Referring to Fig. 1. we will observe that there is a 
knob on the right end of the spindle. The knob is for 
the purpose of moving the spindle back and forth as 
required, when grinding. ‘The knob is shown in de- 
tail in Fig. 1. It consists of a hardened steel shell, D, 
to fit over the end of the spindle a steel screw, E, for 
holding the shell in place and a knob, F, which slips 
over the shell and screws. 


While we are turning the spindle to size, we may also 


turn the shoulder to take the shell, D. This shoulder, 
shown at C in Fig. 1, is one-half inch in length by .1975 
in diameter. It should also be “necked” as shown at 
G. This is done to prevent breakage or distortion when 
hardening the spindle, and also to insure a clean, square 
shoulder when the end, C, is ground and lapped. This 
completes the turned work on our spindle, as the 2° 
taper on the left end of the spindle may be ground after 
the spindle is lapped and running in its own bearings. 
Referring to Fig. 1, the shell, D, is made of Stub’s 
tool steel, one-quarter of an inch in diameter. It should 
be centered and a three-sixteenths hole drilled and 
teamed as smooth as possible. The total length is one- 
half inch with seven-sixteenths of this length turned 
down just a trifle to take the knob. (T'o be continued) 
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“Blind Dealer’ Ads 


(From page 38) 


effect, which has been validated and upheld by the Mis- 
souri Supreme Court. 


This law reads as follows: 


“It shall be unlawful for any person, firm, partnership, 
corporation, association, trust or any employee thereof, 
engaged in the business of selling goods, wares, merchan- 
dise, securities, service or real estate to advertise the sale 
of the same unless it shall be stated in the advertisement 
of such sale, clearly and unequivocally, that said person 
advertising such sale of goods, wares, merchandise, securi- 
ties, or real estate is a dealer in the same; provided, how- 
ever, that the advertisements of the sale of any goods, 
wares, merchandise, securities, service or real estate in 
such form as to make it plainly apparent therefrom that 
the person so advertising is actually engaged in the busi- 
ness of selling such goods, wares, merchandise, securities, 
service or real estate as a business, shall be deemed @ 
sufficient compliance with the terms of this ordinance. Any 
person violating the provision of this ordinance shall be 
deemed guilty of a misdemeanor and upon conviction 
thereof shall be punished by a fine of not less than twenty 
dollars nor more than five hundred dollars for each of- 
fense.” 

Correction of the abuse calls for individual action on 
the part of retail jewelers themselves. The first step is 
to study your local newspapers to see if they are carry- 
ing advertising of this description. Have a friend or an 
investigator answer a few of the ads, and when you have 
definite proof that the advertising is misrepresentative, 
take the evidence to the advertising managers of the news- 
papers. Then, check the municipal and state laws; it is 
quite possible that your community already has an ordi- 
nance similar to the one passed in St. Louis. If there is 
no such law, give the St. Louis ordinance to a local 
legislator as a model statute, so that a similar one can be 
passed in your community. 

For further information regarding the law write to 
Mr. Harry Riehl, president of the National Better Busi- 
ness Bureau, 207 City Club Building, St. Louis, Mo. 


Watch Manufacturers Code 
(From page 40 H) 


words denoting “quality,” other than with one of the six spe- 
cific quality marks as follows: 

(1) No watch case may be stamped, tagged, or described 
with the quality mark “Platinum” unless every part of said 
case, free from solder, and excepting the crown, shall consist 
of at least 985/1000th parts of platinum, iridium, palladium, 
ruthenium, rhodium and/or osmium, and unless in addition 
the entire watch case, exclusive of the crown, shall consist of - 
at least 950/1000th parts of pure platinum. In no case may 
the word “Platinum” be abbreviated. 

(2) No watch case may be stamped, tagged, or described 
with the quality mark “Solid Gold” unless accompanied. by its 
proper karat mark, and unless every part of the case, free 
from solder, shall assay in actual fineness, within three one- 
thousandth (3/1000th) parts of the fineness indicated by said 
karat mark; and unless in addition, the entire case exclusive 
of the crown, shall assay within one half karat fineness of the 
fineness indicated by said karat mark. In no case may the 
words “Solid Gold” be abbreviated. 

(3) No watch case may be stamped, tagged, or described 
with the quality mark “Sterling” unless every part of the case, 
free from solder, shall assay nine hundred and twenty-five thou- 
sandths (925/1000th) pure silver with a tolerance of four one- 
thousandths (4/1000th), and unless in addition, the entire watch 
case exclusive of the crown, shall assay nine hundred dnd 
twenty-five one-thousandths (925/1000th) pure sliver, with a 
tolerance of ten one-thousandths (10/1000th). In no case may 
the word “Sterling” be abbreviated. 

(4) No watch case may be stamped, tagged, or described 

(Turn to Page 59) 























Ship Us 


Your Old Gold 


SPYCO valuations of old gold have 
always been accurate and returns 
representing the highest market value 
of shipments have been made promptly. 


We are now paying the highest 
rices consistent with the present market 
or all types of old nt wane +4 filled, 
plated, filings and sweeps, and for silver 

and platinum. 


Shipments are held pending accept- 
ance of valuations. 


Write for quotations on electrolyti- 
cally refined gold. 


SPYCO 


SMELTING & REFINING CO. 
51-57 South Third St. 


Minneapolis, Minnesota 














/ 


THE HOTEL - 








ON MY WAY TO 
NEW YORK AND 
THE PICCADILLY 


a\:: best hotel | know! 
Near everything, just 
200 feet from Broad- 
way. Modern, hospit- 
able, and comfortable. 
Like the Manager, 


like the rates —$2.50 
single, $3.50 double, 
for a room with bath! 


PICCADILLY 


45th St. « W. of Broadway * New York 
WILLIAM MADLUNG, Mag. Dir. 





—_— 











DON'T BREATHE POLISHING DUST 
LEIMAN BROS. PATENTED 
NEW MODEL 
POLISHING 
DUST COLLECTOR 


LOW IN COST 
EFFICIENT 
POWERFUL 
NOISELESS 


LEIMAN BROS., INC,, 
152 CHRISTIE ST., 
NEWARK, N. J. 


LEIMAN BROS. NEW YORK Copp, 
23 WALKER ST. 


MAKERS OF GOOD MACHINERY FOR 45 YEARS 


———$— 








AMERICAN MADE 
WATCH OIL 


Nye prepares a special oil for wrist 
watches 


Order from Your Jobber 


WILLIAM F. NYE, INC. 
New Bedford 


PRISMS: 


THEIR USE and EQUIVALENTS 


A book containing a more extended 
knowledge on this branch of re- 
fraction than is contained in works 
on ophthalmology. Price $2.00. 


Mass. 








The Optical Journal and Review 
239 West 39th Street, New York 











REEVE & MITCHELL CO. 
SINCE 1898 
NON-TARNISHING 


| 
 . oh nag : 
| FLANNEL BAGS and ROLLS 
| 


Philadelphia, Pa 


L110 Sansom Street 








You Can Save Oxygen 
by having your old regulator overhauled. 
Torches also ; 
send them in; estimate if desired. 
aa Ask about allow- Ask about ‘‘lend- 
ance toward get- er” regulator 
pending repair. 

“ 22 Albany Street 
Hokej Inc. New York City, N. Y- 


ting new model. 
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Accounting Methods for the New Year 
(From page 23) 
Recorded when issued in a 
3x5 paper covered book. 
Sometimes crossed off when 
paid but not always. 


Notes Payable: 


Total of each item recorded 
in pencil daily in paper cov- 
ered “Composition Book.” 


Sales, Purchases, 
Expenses, etc. : 


Imagine the task of building up operating and finan- 
cial statements from such a “‘set of books.” 

The second case I want to mention is a relatively 
small wholesale establishment. ‘This concern had all the 
usual books, plus a person who was supposedly a book- 
keeper. The proprietor (who is really a good salesman) 
proudly stated that all postings had been made and that 
the books were right up to date. Examination disclosed 
that no trial balance had been attempted for a period of 
at least three years, that the detail of accounts receivable 
and accounts payable did not agree with the control ac- 
counts, and generally that “the art of recordng business 
transactions in a regular and systematic manner” had 
been violently mistreated. 

It is realized that such conditions do not apply to the 
larger concerns in the jewelry industry. As a rule, those 
concerns keep and use adequate records, while many of 
the smaller units do not, perhaps overlooking the many 
advantages of so doing. 

Statistics tell us that approximately 72 per cent of 
the retail stores in the jewelry industry have an annual 
net sales volume of under $50,000.00 per unit; about 25 
per cent of the wholesale concerns and 25 per cent of 
the manufacturing concerns do not go over that amount. 
You, Mr. Big Fellow, with your comparative balance 
sheets, operating statements, ratios, etc., etc., if you hap- 
pen to be reading this, please keep in mind that I’m try- 
ing to talk to the little fellow—the 72 per cent of the re- 
tailers, the 25 per cent of the wholesalers and the 25 per 
cent.of the manufacturers. Presumably you’re all right 
but I sometimes wonder if some of you are not just about 
as badly off by having too much system, instead of too 
little. There’s a happy medium, you know. 

Now that I’ve told you how I feel and why, and per- 
haps succeeded in getting some of you hot under. the col- 
lar, let me attempt to define a good accountant system 
and show what it will do for you. 

An efficient accounting system must show all the income 
and all the outlay of a business, in sufficient detail and 
in such form as will enable the proprietor to determine 
whether or not the business as a whole is making satis- 
factory progress and also just what departments are mak- 
ing a profit or showing a loss. 

Perhaps the most important part of such a system is a 
proper classification of accounts and a proper distribution 
of income and expense items to those accounts. The 
first step in setting up a system, or remodeling one already 
in“use, is to give careful thought to this matter of ac- 
counts. There is danger in not having sufficient ac- 
counts, also there is a limit beyond which results will 
not warrant the extra time and cost required. It is usual- 
ly not difficult to designate each account by a name that 
will be clearly descriptive of the items it is to cover. Ac- 
counts should have a number as well as a name, for use 
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as a posting reference. Generally it is necessary to carry 
a “miscellaneous” account to take care of small infre- 
quent transactions, but keep away from it all you can. 
Too often this “miscellaneous” account is the burying 
place for a lot of cats and dogs, many of which should 
be out by themselves where they can be watched. 

Distribution of income and expense items to these ac- 
counts is a very important matter. An improper distri- 
bution might make a profitable department indicate a 
loss or vice versa. In a manufacturing establishment im- 
proper distribution might easily make costs misleading. 

Therefore, a clear, comprehensive chart of accounts, 
supplemented by a detailed schedule of the items to be 
distributed to each account, is very essential. If this 
matter is given careful thought and planning the success- 
ful carrying through of the system will be made easier. 

Many industries through their trade organizations have 
standardized account classification but unfortunately 
nothing of this sort has been accomplished in the jewelry 
industry. However, the various divisions of the jewelry 
industry, in common with divisions of other industries, 
must sooner or later work out and put into practice a 
standard classification of accounts and a uniform applica- 
tion thereto of items of income and expense. ‘This ap- 
pears to be absolutely necessary in order to properly carry 
out the provisions of the codes approved or to be approved 
under the National Industrial Recovery Act. It is a 
move in the right direction and will result in intelli- 
gent and fair competition based on facts. 

With your chart of accounts, an adequate set of books 
using standard forms, plus a reasonably intelligent per- 
son with a knowledge of the fundamentals of bookkeep- 
ing and you’re on your way to accumulate facts that 
should prove interesting and helpful. 

Let us assume that this has all been accomplished and 
your transactions have been recorded “in a regular and 
systematic manner.” You have spent a little money to 
carry out this work and now you are looking for your 
dividends. The various items taken from your monthly 
trial balance and set up into operating and financial state- 
ments will provide the dividends, three of the most im- 
portant being: 


1—You will be able to determine the trend of your 
business, whether making progress or showing a 
loss, as a whole and by departments; whether 
showing an improvement or an impairment of 
financial condition. 

2—You will be able to regulate operating costs by 
making periodical comparisons of expense ratios. 

3—You will be able to prepare at the end of each 
month a correct and comprehensive statement for 
credit purposes. 


In this article I’ve expressed my belief that there is an 
apparent lack of. interest in the jewelry industry as a 
whole for the necessity of using facts obtainable from 
proper accounting. I’ve tried to show the possibilities in 
the way of constructive, helpful results when proper ac- 
counting is used. Now if you, Mr. Retailer, Mr. Whole- 
saler or Mr. Manufacturer, haven’t a system of book- 
keeping that will give you at least the facts outlined in 
the previous paragraph, then take my advice and don’t 
delay a minute longer in arranging to get a real system 


started. Keep it going and above all USE THE FACTS 
THAT ARE THERE WAITING FOR YOU. 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations wanted” $1.50 for first 25 
words. Additional words, 5c, a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c, if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all an- 
ewers will be directed care The 
Jewelers’ Circular. 

In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To avoid unnecessary correspond- 
ence mention your location in the 
advertisement. 


Jewelers Publishing Corporation 
Main Office, 239 W. 39th St., N. Y. 








Situations Wanted. 


Under this heading, 75c. for first 
25 words, 5c. for each additional 
word; minimum charge, 75c. 








EXPERT watchmaker, jeweler, engraver, 
diamond setter; combination or single 
lines, at once; South. Address “S., 
860,” care Jewelers’ Circular. 





IF YOU ARE IN NEED of a watchmaker, 
jeweler or optician, write to Henry 
Paulson & Co., 37 So. Wabash Ave., 
Chicago, Ill. 





WATCH AND CLOCKMAKER wants posi- 
tion with good company; A-1 references. 
~~ “T., 932,” care Jewelers’ Cir- 
cular. 





HUB CUTTER, capable of making orig- 
inal wax models and all tools for same; 
reasonable. Address “A., 241,” care 
Jewelers’ Circular. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





JEWELRY SALESMAN, young man of 
proven ability, seeks connection with 
progressive retail organization. Address 
“C., 943,” care Jewelers’ Circular. 





EXPERIENCED Swiss watch salesman 
with good following in New York City, 
and the east desires position with 
strong concern. Address ‘‘G., 981,’’ care 
Jewelers’ Circular. 


WATCHMAKER, A-1 méclhianic, 20 years’ 
experience, desires position New York 
or vicinity; moderate salary. Address 
“H., 952,’"’ care Jewelers’ Circular. 





CERTIFIED WATCHMAKER, Bowman 
trained; references as to character and 
ability. Address G. T. Humphreville, 
1229 Park Row Building, New York. 





MIDDLE WEST REFINER, good reputa- 
tion, seeks connection with Eastern 
platiium house for representation in 
Middle West. Address ‘‘Circular, 1416,” 
29 East Madison St., Chicago. 





WATCHMAKER, competent on all grades 
watches and clocks, desires position; 
worked for best houses in the city; good 
references. Address ‘‘D., 979,’’ care of 
Jewelers’ Circular. 





MANAGER CREDIT 


STORH, age 3 
executive ability, 16 years’ experience’ 
thoroughly trained in every phase of 
credit jewelry business, excellent ref. 
erences, desires connection with reliable 
concern. Address “‘A., 986,” care Jewel. 
ers’ Circular. 





YOUNG WOMAN wishes position in fac- 
tory office of jewelry manufacturing con- 
cern, weighing metals, taking charge of 
men’s accounts, following orderg 
through and examining jewelry; had 10 
years’ experience. Address “J., £954," 
care Jewelers’ Circular, 





EXPERIENCED watchmaker, 
and salesman, also plain engraver, 
Bradley trained, desires permanent 
position with good concern ; fast and ac- 
curate; all tools; please state salary: 
neat appearance, single; references. 
R. E. Helms, Box 102, Monroe, N. C, 


jeweler 








FORMER SALES MANAGER for one of 
America’s largest and best white gold 
mounting manufacturers now open for 
proposition. Address ‘D., 949,” care 
Jewelers’ Circular. 





WATCHMAKER, age 47, life experience, 
married; repair all makes; go anywhere; 
small salary considered on permanent 
job. Write 1107 E. 7th St., Charlotte, 


. 





MR. RETAIL JEWELER! Supersalesman 
willing to work on commission basis, can 
guarantee results without any expense; 
highest references. Address “F., 948,”’ 
care Jewelers’ Circular. 





A-1 WATCHMAKER and salesman, 11 
years’ experience, desires permanent 
position ; good estimator; best reference 
as for ability and honesty. Ray C. Gallo, 
19 Pearl St., Lancaster, Pa. 





WATCHMAKER, 31 years old and mar- 
ried, ten years at bench and waiting on 
trade, would like steady position; best 
rod See. Address M. W. Jacobson, 
Jows, Ia. 





A-1 WATCHMAKER, all makes, 14 years’ 
experience ; married; jewelry repairing, 
all tools; references; full or part time. 
es ys 1785 West 13th St., Brook- 
yn, N. Y. 





YOUNG LADY, over seven years’ manu- 
facturing experience ; knowledge of find- 
ings, weighing metal, also repairs; gen- 
erally useful in office, billing. Address 
“T., 962,” care Jewelers’ Circular. 





SALESMAN, Chicago headquarters, wel) 
established following among jobbers and 
retailers, Middle West, South and Pacific 
Coast desires connection; highest refer- 
ences. Alexander, 4724% Drexel Boule- 
vard, Chicago. 





EXPERIENCED watchmaker, salesman; 
clock, light jewelry repairing; married ; 
18 years’ experience in retail jewelry 
store; wants permanent position in re- 
tail store; best references. Address “C., 
919,”’ care Jewelers’ Circular. 








COMBINATION watchmaker and optome- 
trist, Texas license, desires position; 
preferably one with established opto- 
metric practice, where an assistant is 
needed. Address “W., 936,” care Jewel- 
ers’ Circular. 





WATCHMAKER, 30, A-1 mechanic, 15 
years’ experience in America and Eu- 
rope; fast and accurate worker; all 
tools; best references; desires position. 
he “D., 912,” care Jewelers’ Cir- 
cular. 


JEWELRY, RING OR WATCH LINE 
wanted by man whose sales have aver- 
aged One Hundred Thousand Dollars per 
year for 20 years; South and New Eng- 
land; straight commission; will pay 
own expenses. Address “Hamilton, on 
care Jewelers’ Circular. 





SALESMAN, age 40, Christian, good ad- 
dress and appearance, 20 years’ success- 
ful selling experience and following in 
Metropolitan territory, New Jersey and 
Connecticut, seeks opening to represent 
reputable house; excellent references. 
Address “V., 934,” care Jewelers’ Cir- 
cular. 





A-1 PAWNBROKER, age 35, 10 years’ 
experience, can manage store, under- 
stands business thoroughly, diamond 
expert, loan man, window trimmer, ete., 
open for proposition immediately; will 
go anywhere; name your proposition; 
ean furnish all necessary credentials 
and references. Address “A., 941,” care 
Jewelers’ Circular. 





JEWELER, MANUFACTURER, diamond 
setter, now employed, desires position in 
retail store; doing entire work in jewel- 
ry department, make designs, create 
new finished work, special order, plati- 
num, gold, etc.; meet public; aged 36, 
married, Gentile; high class references. 
— “G., 700,” care Jewelers’ Cir- 
cular. 





MANUFACTURING JEWELER and dia- 
mond setter with 25 years’ experience, 
desires position in store or shop; spe- 
cialize in high class platinum work; do 
all kinds of setting, flat top and calibre; 
carve and finish own work if necessary; 
capable of taking charge ; was manager 
of Fifty Thousand Dollar store until 
store was sold to settle estate; neat ap- 
pearing, fine personality and pleasing 
manner toward customers ; will consider 
making investment; age 38, have family; 
available at once; reference. Address 
“G. G. L.,” 2710 Stevens Ave., Parsons, 

Kansas. 








Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








SALESMAN, Pacific Coast, for 20 years, 
have large personal following, desires 
one or two good lines ; watches, diamond 
jewelry preferred. Address “K., 927, 
eare Jewelers’ Circular. 











PACIFIC COAST REPRESENTATIVE of 
ability and standing, desires factory line 
for the better stores; highest references 
—moral and financial. Address “G.- 
925,” care Jewelers’ Circular. 
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To Let 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





—_—_ 


RABLE SPACE for engraver or de- 
Se: North light. Room 1206, 48 
West 48th St., New York. 





—_— 


WELL APPOINTED private office, sep- 
arate entrance with diamond importers ; 
secretary’s service, Holmes Protection ; 
moderate rental; references exchanged ; 
2 West 46th St., New York. Address “L., 
928,” care Jewelers’ Circular. 





Miscellaneous. 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








LEARN WATCH REPAIRING by doing 
it; thorough training under expert in- 
structors. For information write Stand- 
ard Watchmakers Institute, 111 West 
111th St., New York City. 





PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. 4 Polachek, 
1234 Broadway, New York. 





TAGER C. VETUSI, jewelers’ Millwright, 
eneral contractor; specialize complete 
ewelry shop installation; plants bought 

and sold; jewelry machinery on stock. 
261 West 27th St., New York. Chicker- 








YOU WANT A POSITION 

YOU WANT A SALESMAN 
YOU WANT A WORKMAN 
YOU WANT TO EXCHANGE 
YOU WANT A PARTNER 
YOU WANT TO SELL OUT 
YOU WANT TO SELL TOOLS 
YOU WANT TO LET A PLACE 
YOU WANT ANYTHING 





USE THE 








ing 4-1432. 





EXCELLENT OPPORTUNITY for com- 
petent watchmaker, jeweler, to rent 
small storeroom, occupied as jewelry 
store for past five years (now vacant), 
adjoining theatre; county seat. Address log. 
Victoria Theatre, Greenfield, Mass. 





LEARN WATCHMAKING and become in- 
dependent; we help you secure a posi- 
tion; easy to learn; send for free cata- 

St. Louis Watchmaking School, 


Want Advertisements 





SPACE AVAILABLE in refined Fifth Ave- 
nue (49th Street), New York sales office ; 
service optional; only high class busi- 
ness considered; reasonable _ rental. 
Telephone Plaza 3-8338, or address “C., 


974,” care Jewelers’ Circular. delphia, Pa. 


Dept. 7, St. Louis, Mo. Under the 
Same management since 1886. 
DO YOUR OWN REFINING; complete 


instructions for old scraps, filings, bench 
sweeps, to recover the fine gold, palti- 
num, silver contents at big savings; in- 
expensive equipment, price $3. 
Laboratories, 5923 Thompson St., Phila- 


of the 
Pechin 








WATCHMAKER! 


“Rules 


35 MAIDEN LANE, NEW YORK, Lorsch 
Watches” and 


Building, an address known all over the 
world; burglar alarms and watchman’s 
clock; fine north light; show rooms, 
light manufacturing ; specially low rent- 
als. Apply premises, Room 118. 





tham, Mass. 


increase your ability 
through the highly recommended books: 
“and Practice for Adjusting 
“Practical Balance and 
Hairspring Work” ; circulars on request. 
Walter Kleinlein, 
Ave., Columbus, Ohio; 


610 So. 
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formerly Wal- 

















Watch Case Manufacturers Code 
(From page 53) 


with the quality mark “Gold Filled” unless accompanied by 
its proper karat mark, and unless the sheet of gold affixed, 
brazed or fused to the outer surface of the back, center, lugs, 
open face bezel, pendant, crown, and bow, shall be three one- 
thousandths (3/1000th) of an inch in thickness as a minimum; 
and unless the sheet of gold affixed, brazed, or fused to the 
inner surface of the back, the inner and outer surfaces of the 
cap, and the outer surface of the hunting bezel, shall be one 
one-thousandth (1/1000th) of an inch in thickness as a mini- 
mum. In no case may the words “Gold Filled” be abbreviated. 

(5) No watch case may be stamped, tagged or described with 
the quality mark “Rolled Gold Plate” unless accompanied by 
its proper karat mark, and unless the sheet of gold affixed, 
brazed or fused to the outer surface of the back, center, lugs, 
open face bezel, pendant, crown and bow, shall be one and 
one-half thousandths (134/1000th) of an inch in thickness as 
aminimum. In no case may the words “Rolled Gold Plate” be 
abbreviated. 

(6) No manufacturer shall make or offer for sale any watch 
case which does not contain Platinum, Gold, or Silver in quan- 
tity as determined by the Code Authority, unless he shall stamp 
the words “Base Metal” legibly and indelibly on the outside 
surface of said watch case, as provided in the first paragraph 
of this Article. In no case may the words “Base Metal” be 
abbreviated. 

2. The Quality marks “Solid Gold,” “Gold Filled” and 
“Rolled Gold Plate” shall be accompanied in every instance 
with the proper karat mark; provided, however, that no watch 
case may be stamped with any such quality mark, unless it shall 
be of a quality of 10 karat fineness or greater. Such marks 
shall mean that the gold employed in all component parts of 
sych watch case is of the fineness so stamped. 

3. For the purpose of determining the legitimate use of spe- 
cific trade names or marks on or in connection with watch 
cases of any given quality, each manufacturer shall file with 
the Code Authority a complete list of trade names or marks 
specifying in each case the grade or quality of the cases on 
which he proposes to stamp such names or marks; and the Code 
Authority, with the approval of the Administrator, shall de- 
cide as to the proper use of such names or marks. 

4. It is hereby specifically provided that watch cases com- 
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pletely manufactured prior to the effective date of this Code 
shall be exempt from the provisions of this Article, provided 
that each member of the Industry shall, within thirty days after 
said effective date, certify under oath to the Code Authority, 
the number, type, markings, quality, and serial numbers, if 
any, of such complete watch cases as he has in finished stock 
on that date, and that sales of all such watch cases shall be 
reported monthly to the Code Authority, by the manufacturer, 
in detail, as to the date of sale, name of purchaser, number, 
type, markings, quality, and serial number, if any; and pro- 
vided further that unless stamped in compliance with the pro- 
visions of this Article, regardless of the date of its manufac- 
ture, no watch case shall be sold, or offered for sale, after July 
1, 1934, or such reasonable extension beyond said date as may 
be granted by the Administrator upon application therefor. 


ARTICLE [X—MobpIFICATION 

SECTION 1. This Code and all the provisions thereof are ex- 
pressly made subject to the right of the President, in accordance 
with the provisions of subsection (b) of Section 10 of the 
Act, from time to time to cancel or modify any order, approval, 
license, rule, or regulation issued under said Act. 

SEc. 2. This Code, except as to provisions required by the 
Act, may be modified or amended on the basis of experience 
or changes in circumstances, such modifications or amendments 
to be based upon application to the Administrator and such 
notice and hearing as he shall specify, and to become effective 
on approval of the President unless otherwise provided. 


ARTICLE X—MONOPOLIES 
SECTION 1. No provision of this Code shall be so applied as 
to permit monopolies or monopolistic practices, or to eliminate, 
oppress, or discriminate against small enterprises. 


ARTICLE XI—PrIcE INCREASES 
SECTION 1. Whereas the policy of the Act to increase real pur- 
chasing power will be made more difficult of consummation if 
prices of goods and services increase as rapidly as wages, it 
is recognized that price increases, except such as may be re- 
quired to meet individual cost, should be delayed, but when 
made such increases should, so far as possible, be limited to 

actual additional increases in the seller’s costs. 


ARTICLE XII—ErFFEcTIvE DATE 


This Code shall become effective on the second Monday after 
its approval by the President. 























CASH MONEY 


in exchange for your merchandise by 


AUCTION 


Future sales booked now. 
I sell the jewelers own merchandise. 


I can sell any 
part or your en- 
tire store. My 
method will liq- 
uidate your mer- 
chandise into 


ready CASH. 


You will receive 
DOLLAR for 
DOLLAR _ with- 
out harming the 
reputation of 
your STORE. 
The cost of con- 
ducting a John- 
ston sale is 
small. 





All Inquiries Confidential 


DIAMOND and JEWELRY AUCTIONEERS. 

Over 20 years of successful selling of DIAMONDS, 
WATCHES and JEWELRY. Consult me for an HON- 
EST, LEGITIMATE, SUCCESSFUL sale. WRITE OR 
WIRE TODAY. 


WM. N. JOHNSTON 


Office 
253 Orchard St. Todd House Hotel 
Sharon, Pa. Youngstown, Ohio 






KENT 
AUTOMATIC 
GARAGE 


NEW 
YORK 









The last word in convenience 
and safety for your carcs+ 
occupies its own wrwd 
compartment: 
offers every apportanity ° 
for storage ~by the hour, 
the day, the month; - - - 
with or without service. 
Rates #1522 monthly and 
upwards. + « 

Expert repairs on all ees @ 
of carses & + see +% 


KENT Ff 
GRAND CENTRAL 


44 ST.near THIRD AVE. & 


Tel. MUrray Hill 2-0460 


| 
: ae 


=. CAR: “Te TOUCHED ‘BY: HUMAN - HANDS | 









































We buy quick for 
Spot Cash! 


All or part of your stock. 
You will be satisfied with our policy and prices. We 
have bought out many leading stores in nearly every 


State. Rating and references of the highest character. 
We can refer you to banks and many prominent 
merchants. 


Write us without obligation. 


BROOKLYN PURCHASING SYNDICATE 
Frank Walker, Proprietor 


610 Broadway, Brooklyn, N. Y. 
Telephone: Pulaski 1798 Note—Same address since 1898 


























‘“‘THE PATHWAY TO SUCCESS” 


WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 
Dept. C Peoria, Ill. 











he LOCATION in 


PHILADELPHIA 


Everything worthwhile in Phila- & 
delphia is at your very doorstep | 
when you stop at Hotel Adelphia. 
Every point of historic interest 
. Stores. . .theatres...are easily 
reached. Here at this fine hotel 
you can enjoy every comfort and 
every luxury at low cost. 


400 ROOMS 
from *3. single from $5.double 


ADELPHIA HOTEL COMPANY 
DAVID B. PROVAN Managing Director 


nas UC. 


ADELPHIA 


CHESTNUT AT.1I3TH STREET 
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West Side Retail Jewelers Association 
Organized in Chicago 


Cuicaco, Dec. 18—The jewelers of the 
west side of Chicago, Cicero and Berwyn, 
Ill., have formed an organization known 
as the West Side Retail Jewelers Asso- 
ciation and officers have been elected as 
follows: James Kuba, Chicago, president; 
E. R. Miller, Cicero, vice-president and 
C. J. Sieger, Cicero, secretary. The Execu- 
tive Board consists of J. W. Sieger, 
Cicero; C. F. Baumrucker, O. Hartmann, 
A. J. Majcher and V. F. Nerad, all of 
Chicago. The members have adopted uni- 
form opening and closing hours and are 
combating wholesaling-retailers and in- 
dustrial jobbers. They are also trying to 
work together to help put the jewelry 
business on a higher plane. 

At the next meeting it is expected that 
Sidney Braude of Emil Braude & Sons 
will be the guest speaker and talk on the 
Wholesale Code and what the legitimate 
wholesalers are doing for the retailer. 
This meeting will be held on Jan. 5. At 
future meetings other representatives of 
wholesalers are to be invited guests. 





Students Advisory Board of Gem- 
ological Institute of America 
Chosen 


Los ANGELES, CAL., Dec. 15—The final 
selection of the Students Advisory Board 
of the Gemological Institute of America 
has been made, but at the present time 
the personnel of the permanent Advisory 
Board regarding policies of the Institute 
is not entirely completed, although the 
majority of the representatives h’&ve been 
elected and the entire personnel of the 
* Jatter will be announced within a few 
months. 

The Students Advisory Board which 
has just been named consists of: B. W. 
Anderson, B.Sc., London Gemological 
Laboratory, London; H. E. Briggs, D.Sc., 
Lapidary Kalispell, Mont.; G. M. Butler, 
Sc.D.. Dean Arizona School of Mines, 
Tucson, Ariz.; H. T. Dickinson, Consult- 
ing Engineer, DeBeers and Affiliated 
Mines, Johannesburg, Un. of So. Africa; 
R. C. Emmons, M.A., Ph.D., Mineral- 
ogist, U. of Wisconsin, Madison, Wis.; 
George Engelhard, Editor, National 
Jeweler, Chicago; Justus Grun, Diamond 
Cutter, New York; Maj. J. F Halford- 
Watkins, Gemologist, Mogok, Upper 
Burma; E. Hopkins, Pearls and Colored 
Stones Importers, London; Julius Kauf- 
man, Pearls and Precious Stones Im- 
porter, New York; George H. Marcher, 
Lapidary, Los Angeles; Robert M. Ship- 
ley, F.G.A., President of the Institute, 
Los Angeles; Chester B. Slawson, B.S., 
AM., PhD., Mineralogist, U. of Mich- 
igan, Ann Arbor, Mich.; L. J. Spencer, 
Sc.D., F.G.S., Editor, Mineralogical 
Magazine, Keeper of Minerals, British 
Museum, London; J. R. Sutton, Sc.D., 
Diamond Authority, London; J. R. Van 
Pelt, Asst. Director, Museum of Science 
and Industry, Chicago; Hans Van Star- 
rex, Matale, Ceylon; A. J. Walcott, Ph.D., 
Northwestern University, Mineralogist, 
Evanston, Ill.; Michael Weinstein, F.G.A., 
Author, London; George O. Wild, Insti- 
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tute for Precious Stone Research, Idar, 
Germany; T. Edgar Willson, Editor, 
JEWELERS’ CiRCULAR, New York; Secre- 
tary of the Board, A. McC. Beckley, Los 
Angeles. 


The Leipzig Spring Fair, 1934 


Over 7000 exhibits, an increase of 15 
per cent over last year, will be shown at 
the next Leipzig Fair, indicating a vigor- 
ous upturn in trade conditions. It is al- 
ready assured that 22 countries will send 
exhibits, and buyers will be assembled 
from 70 countries—proving that the Fair 
maintains its centuries-old tradition of 
international commerce. The Fair will be 
held from March 4 to 11, inclusive. 

For many years the Leipzig Fair has 
been considered an accurate barometer 
of world trade. It assembles the newest 
products from all parts of the world and 
is the meeting place of more than 150,000 
business men. Never before have the eyes 
of the world been turned so attentively 
towards this great exchange. 


The 1934 Spring Fair will be three 


times as large as any prewar Fair. Ger- 
many is at present exporting 50 per cent 
of her varied products, the bulk of which 
finds it way into foreign markets through 
the Leipzig Fair. American business men 
in a great variety of activities will find 
at Leipzig an unprecedented opportunity. 

Every effort will be made to appeal to 
foreign visitors. For information regard- 
ing special concessions on the railroads 
in Germany and other advantages of 
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which buyers can avail themselves, ad- 
dress the Leipzig Trade Fair, 10 E. 40th 
St., New York. 


O. K. Steuwer 


MEMPHIS, TENN.—O. K. Steuwer, pres- 
ident of A. Graves & Steuwer Co., prom- 
inent retail jewelry firm on Madison 
Avenue, died on Saturday night, Dec. 16, 
at the Baptist Hospital following an 
operation. Mr. Steuwer resided at 561 
South Belvedere. 

He had been president of the firm 
since 1927 and had been associated with 
it since he came to Memphis 25 years ago 
from Cincinnati. 

Mr. Steuwer was a member of the 
Episcopal Church, was a Shriner, mem- 
ber of Colonial Country Club and various 
civic and business clubs of Memphis. 

He is survived by his widow and five 
children. 


C. Henry Schlanderer, formerly of the 
partnership of Schlanderer & Seyfried, 
announces the opening of his new store at 
208 South Main St., Ann Arbor, Mich. 
His two sons are with him in the new 
store. Paul was formerly assistant buyer 
of the silverware department of the J. L. 
Hudson Co., Detroit, and Arthur was with 
him in the formier stere. Lester E. Dutcher, 
formerly with Mr. Schlanderer, is in 
charge of the watch service department. 
The store is equipped with all new fix- 
tures and merchandise. 
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PRESIDENT ROOSEVELT signea 


THE CODE OF FAIR COMPETITION FOR THE RETAIL JEWELRY TRADE. 
IT IS NOW IN EFFECT! 


Hugh S. Johnson, Administrator, Says: 


“Trade practice provisions of the code are unusually excellent and eminently 
fair. The provisions are designed to establish a common terminology and definite set of | 
standards or measures for the Retail Jewelry Trade and to PROHIBIT A NUMBER OF PARA. ~ 
SITIC AND DECEPTIVE PRACTICES IN THE TRADE.” ' 


MEMBER <i MEMBER 


WE DO OUR PART < WE DO OUR PART 


JAMES L. HAND 


“AMERICA’S LEADING JEWELRY AUCTIONEER” 
14 MAIDEN LANE, NEW YORK Handsale, New York 


Cable Address 


WE ENDORSE 


the Codes of Fair Competition for the Retail Jewelry Trade. We stand back of President Roosevelt, 

Hugh S. Johnson, Wm. D. McNeil and the American National Jewelers Association in its enforce: 7 
ment. The Hand auctions will be conducted strictly according to the Code. This will result in 3 
extra high standards with the consequent protection of the interests of the buying public and the 

jeweler. We have conducted honest auctions for many years and are glad to do our part to pro- © 
mote the welfare of the Retail Jewelry Trade. Adherence to the code will eliminate illegitimate ~ 
auctions and “cut price” sales. Its requirements will go far toward the return of prosperity. : 


- 








Signed, 
Write for illustrated Book on Free information on how to 


JAMES L. HAND 


Auctions explaining ethical conduct an auction under the 


methods endorsed by jewel- CHARLES J. WILBUR Code. Write or wire. Cor- 


ers everywhere. respondence confidential. 
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